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DO YOU KNOW 


That a large percentage of publications solicit your AD 
with a ‘‘Sample” copy, printed on a good grade of 
calendar finished paper, on which the half tones and illus- 
trations work up nicely, but that they only print 


A FEW THOUSAND COPIES 


on this kind of paper, and that the balance of their edition 
is printed and circulated on a ‘‘punk”’ grade of cheap 
‘‘news’”’ stock, on which your ad, if it carries an illus- 
tration, works up in one 


BIG BLACK BLOTCH 


The foregoing explains why, in our advertising 
rate card, we carry the following clause: 


“SPECIAL NOTICE TO ADVERTISERS. 

“Every copy of THE WoOMAN’s MAGAZINE, of St. 
Louis, is printed on the same grade of clean, white, 
machine finished paper as are the copies that go to adver- 
tisers. We do not print one edition for advertisers and 
another edition for readers. Watch the ads that are 
clipped from THE WOMAN’s MAGAZINE and sent to you 
by persons answering your ad.” 


It is a part of our contract with advertisers that 
Every copy of our more than 1,500,000 copies is printed 
on the same weight, grade, stock and finish of paper. 


THE WOMAN’S MAGAZINE 


(Largest Circulation in the World) 
St. Louis (World’s Fair ity), Mo. 


A. A. HINELEY, GEv., B. HISCHE, 
Eastern Representative, Western Representative, 
1402 Flat Iron Bidg., New York City. 66 Hartford Building, Chicago 
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TheBestSchool 


Special Offer. 





The special offer in the sixteenth 
week is twofold : 

1. Anyone sending Zhree Dollars 
can have Printers’ Ink for a whole year 
if the amount is sent between Now and 
December 31, 1903. This offer is for 
the purpose to enlist young men and 
women as subscribers to a paper which 
| constitutes the best and most practical 
| advertising school in this country. 
| 2, Anyone sending a check for 
Twenty Dollars between Now and De- 
cember 31, 1903, can have a paid-up sub- 
scription to Printers’ Ink for the term 
of ten years. Or, he may send Printers’ 
Ink for one year to ten different parties. 
This offer is for the purpose to assist 
wholesalers, publishers and mail order 
dealers to get Printers’ INk cheaply in- 
to the hands of prospective advertisers 
or clerks, who, if they studied Printers’ 
Ink would become more useful assist- 
ants in the course of time. 


BOTH OFFERS ARE GOOD 
TILL DEC. 31, 1903, 


AND NO LONGER, ">! CO 


(6TH WEEK 
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ADVERTISING FOR TRUST 
BUSINESS. 


These little black ads of the 
Equitable Trust Company have 
been running several months in 
New York daily papers, aiways in 
preferred position, a decent dis- 
tance from the financial pages, and 
always dealing with trust subjects. 
Three inches single column is the 
average space, and the ads appear 
top of column with reading mat- 
ter on three sides. There is aged 
anything sensational or “catchy” i 
them, and yet they reflect a Spirit 
of enterprise by no means common 
among the metropolitan banks and 
trust companies. Like all trust com- 
panies, the Equitable transacts a 
general banking business—in fact, 
a banking department goes natu- 
ral:y with trust affairs, even if it is 
not made the chief source of reve- 
nue. The Equitable’s advertising 
is confined to trust matters because 
tls form of business is most profit- 
able, most agreeable to handle, and 
the company’s officers believe that 
it offers the best field for a modern 
advertising campaign, 

‘These ads also appear in the 
leading magazines now,” said Eu- 
gene Barrington, the advertising 
manager. “You will find them in 
quarter-page spaces in the Christ- 
mas issues. When the company 
Started its campaign in New York 
dailies some months ago, we ran 
one of the ads experimentally in 
McClure’s. It was thought that a 
strong metropolitan trust company 
could attract business from the 
whole nation, for with greater se- 
curity than local trust concerns we 
can also give customers the benefit 
of better advice and management, 
as our officers are naturally men 
who stand high in the financial 
world. We thought that there 


must be millions upon millions of 
trust business waiting all over the 
United States for those who would 
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solicit it through advertising, ana 
our theory proved to be correct. 
Three months’ experimental adver- 
tising in A/cClure's led us to believe 
that we were on the right track for 
business. Then we went into the 


{ The ordinary bank deals 
merely with the living man, 
but the trust company takes 
charge of his estate after he 
fis gone, and sees that his 
wishes are carried out. 


a* assumes all care 

and responsibility, 
and by methodical sys- 
tem renders iudicious 
service. 


THE woerAnes sRUSt co, 


a, <n, Reming Street. 


Capital $3,000,000.00 
Surplus 8,500,000. 00 


monthlies on a larger scale, as well 
as into weekiies like the Saturday 
Evening Post. It is too early to 
say which of the magazines is most 
productive for our purposes, but 
from experience with McClure’s I 
am confident that all the leading 
magazines will produce trust busi- 
ness. The ads in New York dailies 
have been productive, though we 
find it difficult to trace results di- 
rect. The business of the company 
shows the effect of the campaign, 
however. Practically all the papers 
of the better ciass are being used. 
The dress of the ads is distinctive, 
and adds much to the effect. The 
black type is a comparatively new 
face, called ‘Winchell,’ after the 
proprietor of the Winchell Press, 
New York City. It was selected 
after a season of experiments. The 
copy consists of a sentence or two 
setting forth some function of a 
trust company. It could have been 
made more attractive in its phras- 
ing, but the need of being dignified 
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led me to adopt a sober style. I 
think the time will come when 
financial advertising can be made 
as popular and chatty in its tone as 
any other form of publicity, but at 
present this class of publicity is so 
new to both public and bankers 
that conservatism is necessary. The 
number of people who can be led 
to read advertising bears no rela- 
tion to the number who can be con- 
vinced. Bankers are waking up to 
the value of advertising, and begin 
to see it in the right light. Banks 
have something to sell the public— 
money. They have no more reason 
to assume a false dignity in seiling 
money, which is dirty, than a 
manufacturer has who sells soap, 
which is clean.” 

Mr. Barrington first experiment- 
ed with financial advertising while 
with the Western National Bank 
of New York City. Statemenis in 
circular form were sent out several 
times a year in accordance with or- 
ders from the Controller of the 
Currency. Mr. Barrington has al- 
ways had an amateur’s interest in 








qt may be said a trust Companies 
are the safest of all sompanies accept- 
ap ey gan public on deposit. 
The law has thrown every safeguard 
around them. 
SO far as is known, not a single dollar 
. of trust funds has ever been lost 
while under the control of a regular 
organized trust company in the city o! 
New York. 
"THE Equitable Trust Com- 
pany allows interest on daily 





Write for booklet “The Way to Wealth” 


THz EQUITABLE 


TRUST COMPANY 
OF NEW YORK 


Capital, $3,000,000.00 
Surplus, 8,500,000.00 











fine printing, and with the consent 
of the bank officials undertook to 
send out the periodical statements 
in novel dress, preceded with a 
word of introduction that gave the 
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bald figures a note of human in- 
terest. One of these introductory 
paragraphs read: 

To be strong, to be liberal, to be 
prompt, to serve its depositors well and 
truly, holding their interests as identical 
with its own; to grant as generous terms 
as are consistent with sound banking; 
doing a large volume of business, to be 
satished with a small margin of profit on 


WHEN 3 widows, un: 

married women, 
and others not accus-« 
tomed to business 
place their affairs in 
the hands of a trust 
company, they receive 
an assured income 
without the risk and 
anxiety that would 
come with an attempt 
to look after them in 
person. 


THE EQUITABLE TRUST CO. 
OF NEW YORK. 
Twenty-five Nassau Street. 


Capital $3,000, 1000.00 


each account: Such is the policy of the 
Western National Bank of the City of 
New York. 


Sometimes the statements were 
sent out in the form of a booklet. 
It was always the endeavor to mai! 
something at once novel in form, 
dignified and different from the 
last statement. This innovation at- 
tracted attention and was beneficial 
to the bank, and has also been 
more or less instrumental in lead- 
ing other New York banks to use 
novelties in the way of printed 
literature. 

To inquiries received from read- 
ers of its advertising the Equitabie 
sends first a booklet. At present 
this is an excellent reprint of Ben- 
jamin Franklin’s “Way to Wealth,” 
supplemented with marginal notes 
that make its thrift teachings per- 
tinent to this particular institution. 
In preparation is a brochure on 
“The Administration of Estates” 
which will tend to further the com- 
pany’s desire to have its adver- 
tising center upon the trust depart- 
ment. It is found that a booklet 
mailed first to all inquirers brings 
about a large economy in corre- 
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spondence. A certain proportion 
of curious persons write for the 
booklet and are never heard of 
again. Those who write after read- 
ing the booklet are people with a 


The Way to Wealth 


gr Company is empowered by law 
to receive trust moneys. Executors 
depositing such moneys with the Com- 
pany are absolved by law from responsi- 
bility as to loss, Being entirely removed 
from every speculative venture, it is 
better fitted to act as executor and to 
administer trusts than is the private 
individual, The fees in either case are 
the same. 
"THE Equitable Trust Com- 
pany of New York will 
attend to every detail of your 
banking business. 


Write tor booklet “* The Way to Wealth” 


Tz: EQUITABLE 


TRUST COMPANY 
OF NEW YORK 


15 Nassau St. Equitable Bidg. 
Capital, $3,000,000.00 
Surplus, 8,500,000,00 




















serious purpose, worth cultivating 
on the correspondence basis. The 
following footnotes to the “Way 
to Wealth” are excellent bank ads 
in themselves: 

Many men defer, from time to time, 
the opening of a bank account, because 
the sum of money they may have at hand 
seems to them too little with which to 
begin. This procrastination only keeps 
them from the goal of independence. The 
first two or three deposits help and stim- 
ulate one to make additions to the “rainy 
day” fund; then soon the habit of regu- 
lar saving becomes a matter of pleasure 
as well as of wisdom. Put your first 
deposit with the Equitable Trust Com- 
pany, with interest paid on daily bal- 
ances. 

Once in a while to every man comes 
an opportunity of making money. Only 
those with available funds are in a posi- 
tion to take advantage of them. Get 
ready for your next opportunity! The 
Equitable Trust Company would be glad 
to have your bank account, however 
small; it will allow you a good rate of 
interest on daily balances, and also the 
privilege of drawing checks. 

The man that goes about with nothing 
on his mind but fis hat is likely to have 
nothing to his name but his debts. Would 
ou succeed? Then follow this advice: 

irst—Give strict attention to your busi- 
ness, whatever it may be. Second—Build 
up a reserve fund against future needs 
by depositing a certain amount each 


week in the Equitable ‘Trust Company, 
which will bear a high rate of interest, 
compounded quarterly. 

When we measure a man’s success by 
the money he has, or earns, we do so 
because, as the world goes, money is the 
mark of success. The possession of 
money signifies a power. It paves the 
way by which the ordinary man can help 
others. Therefore is it perfectly proper 
that we should strive, within reasonable 
bounds, to accumulate it. There’s a 
heap of difference between economy. and 
miserliness. Enjoy such comforts as 
you can afford, but bear in mind that he 
who buys what he does not need may 
often need what he cannot buy. Deposit 
your surplus funds in the uitable 
Trust Company, where they will bear 
good interest, and the temptation will 
not be so great to squander that which 
you will need by and by. 


————__+o+ —--—-- 
ADVERTISING IS UNIVERSAL. 
The advertising idea is growing just 

as rapidly in the small towns as it is in 
the cities. A few years ago country 
newspapers carried very few advertise- 
ments, and the special sale was unknown 
outside the large cities. To-day things 
are different. There are stores in the 
small towns that do just as good adver- 
tising as do the stores of the cities, al- 
though, of course, they do not spend so 
much money. In one particular the 
large and small towns are alike. They 
all have one or more leading store that 
advertises heavier than all others. In al- 
most every case these heavy advertisers 
do the bulk of the business. These suc- 
cessful advertisers. it will be noticed, 
make a practice of quoting prices. All 
their announcements contain the most 
desirable information that a man_ or 
woman can desire—what they will have 
to pay for the goods.—Michigan Trades- 
man. 


aabieiessnimoieatians - 
ILLUSTRATED WANT AD. 





= 
POOL Room 


GENTLEMAN WOULD LIKE TO HEAR OF 
A GOOD HORSE. ONE THAT CAN BE DE- 
PENDED ON. 








MAKING THINGS EASY. 


Advertising that brings results 
from a distance must convince the 
reader twice—first, that he wants 
the article, second, that he wants 
it bad enough to send for it. It is 
easy to convince him that your 
commodity is a good thing, but 
there’s. many a slip between the 
conviction and the actual order. 
Look through a magazine or trade 
paper and note the advertised ar- 
ticles that you desire, and can af- 
ford, and would buy instantly if 
they could be had with no more 
trouble than pulling the price out 
of your pocket. Then go back a 
month later and compare the num- 
ber that you desired with the num- 
ber you really took time to send 
for. Matters cannot be made too 
easy for any class of readers when 
orders must come from a distance, 
but of all classes of advertising 
that which goes to business men 
must have the most carefully 
thought out helps to easy ordering. 
The farmer in a backwoods dis- 
trict will take a certain amount 
of trouble to order, but the busi- 
ness man, accustomed to buying 
direct, rather hates to send for 
goods or literature by mail, and 
probably buys only a tenth of the 
things that are favorably impressed 
upon him by advertising. An ad- 
vertising manager who has had 
wide experience in getting orders 
from retail merchants, the busiest 
of all busy men, finds that the 
whole profit of advertising litera- 
ture depends upon persuading the 
reader to write an order before lay- 
ing the booklet down. Another 





advertising manager, in presenting. 


the merits of a monthly publica- 
tion, has found it comparatively 
easy to convince advertisers of its 
worth by means of personal letters, 
and to lead them to the point where 
they are willing to take space. But 
the actual order presented difficul- 
ties. So simple a device as a blank 
order, with an ad cut from another 
publication, necessitating merely a 
signature, has brought better re- 
sults than personal solicitation of 
an equal number of local adver- 
tisers. Advertising, literature sent 
to business men should always be 
accompanied by reply cards, not 
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of the usual stereotyped style, but 
devised with a view to making as 
little work for the recipient as pos- 
sible. A very good form that has 
lately come into use is a sort of 
ballot, upon which are enumerated 
the articles, catalogues or business 
propositions presented for con- 
sideration, with spaces for the 
reader to mark any one with a 
cross, signifying his wishes. Direct 
Advertising, a little magazine pub- 
lished by the Curtis-Mulford Co., 
Detroit, Mich., is mailed with a 
card of this description, bearing 
spaces by means of which a busy 
man can quickiy signify his desire 
to have the literature of any adver- 
tiser in that month’s issue. A man 
reads the little periodical through, 
and with a few crosses and his 
signature orders the literature of a 
half-dozen or more firms through 
the publishers. 

| We use engraving and would 

| like to hear from Gatchel & 

| Manning (page 30). 











Business Systems Co.—Send 
booklet “O"" (page 19). ___ 
| Would like to receive booklets 


and literature regarding DD. & 
- and D. & B. Routes (page 
28). 

Please send catalogue, “Steel, 
Style and Safety,” telling about 
steel furniture, as mentioned on 
page 7: eee x - 
_ The Electro-Gravure Engrav- 
ing Co.’s ad on page 25 intercsts 

Lo ,, as a 

Would like samples of Sales- 
man’s Advance Cards mentioned 
on page 26. 

Enclosed herewith find $—— 
for which send me Direct Ad- 
vertising for twelve issues and 
the two art pictures as per your 
clubbing offer on page 21. 
They in turn forward the orders 

to the firms, and incidentally give 
proof that their periodical has 
brought business to the advertiser. 
A similar card is used by the Acme 
White Lead & Color Works, De- 
troit, enumerating twelve assorted 
lots of goods for dealers. Such 
devices are worth study from ad- 
vertisers sending literature to busi- 
ness men, for they indicate a 
method of bridging the trouble- 
some gap between conviction and 
the actual order. They can doubt- 
less be applied to any line of ad- 
vertising depending largely upon 
the mails for returns, 
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Little Lessons in Publicity—Lesson 18, 


The Women—God Bless Them! 


Woman is the greatest blessing toman. As a consequence her influence 
over him is very great. The women advise men in making purchases; they 
buy practically everything needed for the home, How to reach them is there- 
fore the all-important question to the advertiser. That their influence may 
be exerted they must be interested, and the best, cheapest and quickest way 
to induce this is through the columns of a clean, evening newspaper. It 
reaches the women when their home duties are over and they have leisure 
and inclination for reading—when they are in a receptive mood. The store 
news is as interesting as any other. 


It is interesting to talk to the Oriole women. They are not only inter- 
esting, but are said to be the most beautiful women in America. You can 
talk to them every evening through the columns of THE BALTIMORE News, 
“The Great Southern Daily.” THE News has a larger home circulation than 
any other paper in Baltimore. 


The Hoosier women are best reached by “The Great Hoosier Daily,” THE 
INDIANAPOLIS NEws. It carries more society and store news than any other 
Indiana daily. THE NEws reaches more Indianapolis women than all other 
Indianapolis dailies combined. 


The Jersey housewife is best reached through the columns of “The Great 
Jersey Daily,” the NEWARK NEws. Over §4,000 women in Newark and sur- 
rounding wealthy residential communities read the NEWARK NEws every 
evening. The NEWARK SUNDAY NEws is a favorite society paper. 


Practically every English-speaking woman in Montreal can be reached 
through the columns of “Canada’s Greatest Newspaper,” THE MONTREAL 
Srar. Tue STAR is read in more homes of English-speaking people than all 
other English dailies of Montreal combined. 

Talk to practically all the women among the purchasing classin Minne- 
apolis every evening, through “The Great Daily of the Great Northwest,” 
THE MINNEAPOLIS JOURNAL. The only clean, two-cent home paper of 
Minneapolis. 60,000 homes reached every evening. 

At the National Capital, it is axiomatic that THE EVENING STAR, “The 
Great National Daily,’’ reaches everybody reachable.. Read its columns and 
you will see why it is a favorite with Washington women, 16,000 of whom 
read no other Washington daily. 


To reach the women of the cities mentioned above and interest them, 
thereby insuring the exerting of their influence to your benefit, it isnecessary 
to use the papers named. LEach is the leader in its respective field—a safe 
and sure advertising investment. 


M. LEE STARKE, 


Trib Buil x Tribune Building, 
"NEW Tonk . Mgr. General Advertising. CHICAGO. s 
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LONDON DAILY NEWS- 
PAPE 


The English metropolis has thir- 

ty-nine daily newspapers of every 

. , 

sort, as against New York's fifty- 
two. The following list was com- 
piled from “Practical Advertising, 
the year-book of Mather | 

Crowther, London advertising 
agents. Perhaps the most remark- 
able point that will be noted by 
Americans is the fact that there is 
in London only one newspaper 
printed in a foreign language—the 
Jewish Express—whereas even 
comparatively small American 
cammunities have their German, 
Ital'an or Scandinavian journals, 
and ew York has daily papers in 
the German, Italian, Hebrew, 
French and Bohemian languages. 

MORNING PAPERS. 

The Times; independent; three pence; 
established 1788; the famous “Thun- 
derer,” and perhaps the best-known and 
most influential newspaper in the world. 

Morning Post; conservative; one pen- 
ny; est. 1772; oldest general daily news- 
paper in London; makes a special feature 
of fashionable intelligence (which is 
commonly called “society news’ here); 
advertising rate, four lines 75 cents. 

Morning Advertiser; independent; one 
penny; est. 1794; organ of the liquor 
trade; — $2 inch. 

Daily Chronicle; liberal; one penny; 
est. 1855; frequently illustrated; adver- 
tising, six lines $1. 

Daily Express; tndependent; half-pen- 
ny; est. 1900; claims circulation of 320,- 
ooo daily. , 

Daily Graphic; unionist; one penny; 
est. 1890; popular illustrated journal; 
advertising, $250 per page of five 15-inch 
columns. 

Daily Mail; independent unionist; 
half-penny; est. 1806: claims circulation 
of 900,000 daily; advertising, $6.25 inch. 

Daily News; liberal; one penny; est. 
1846 by Charles Dickens; oldest liberal 
daily; advertising, eight lines $1.50. 

Daily Telegraph; unionist; one penny; 
est. 1855; claims “‘the largest circulation 
in the world’; advertising, eight lines 


5.75. 

Standard; conservative; one penny; 
est. 1857: the leading conservative jour- 
nal; advertising, five lines $1; has even- 
ing edition. 

orning Leader; liberal; half-penny; 
est. 1892; Illustrated paper claiming more 
than 250,000 daily; advertising, $3 inch. 

Daily Sport; half-penny; est. 1902; 
sporting; $1.75 inch. 

Sporting Life; independent; one pen- 
ny: est. 1859; sporting daily with which 
is incorporated Bell’s Life in London, a 
sporting journal famous in the days of 

hackeray; four lines 75 cents. 

Sportsman; independent; one penny; 
est. 1865; sporting. 

Jewish Express; independent; _half- 
penny; est. 1895; Hebrew general and 
commercial newspaper. 


Financial News; one peany; est. 1884; 
financial news. 

Financial Times; one penny; est. 1888; 
market news. 

Financial Truth; one penny; est. 1889; 
financial. 

Financier and Bullionist; one penny; 
est. 1866; financial. 

Public Ledger; two and _ one-half 
pence; est. 1759; an old-established com- 
mercial newspaper, printing an evening 
edition. 

Shirping and Mercantile Gazette and 
Lloyd’s List; three pence; est. 1836; 
shinning intelligence from all parts of the 
world. 

Morning Summary, the Shipping Ga- 
sette and Lioyd’s List; one penny; est. 
1893; dock directory, channel and coast- 
wise ship news. : 

Beerbohm’s Morning Shipping List; 
three pence; est. 1869; shipping news. 

Dornbusch’s Floating Cargo List; est. 
1855; has morning and evening editions. 

London Customs Bill of Entry; offi- 
cial publication of His Majesty’s Cus- 
toms, giving imports and exports. 

Contractors’ Chronicle; one penny; 
est. 1886. 


EVENING PAPERS. 

Echo; liberal; half-penny; est. 1868; 
popular independent liberal organ; pio- 
neer half-penny paper; advertising, 25 
cents line. 

svening News; conservative; half- 
penny; est. 1881; claims 300,000 daily; 
advertising four lines $1.40. 

Evening Standard; conservative; one 
penny; est. 1857; evening edition of 
Morning Standard; five lines $1. 

Globe; conservative; one penny; est. 
1803; oldest eventng paper in London; 
svecial literary features; three lines 65 
cents. 

_ Pall Mall Gazette; independent union- 
ist; one penny; est. 1865; $5 to 32 inch. 

St. James’s Gazette; conservative; one 
penny; est. 1880; high-class conservative 
journal; $2 inch. 

Star; liberal; half-penny; est. 1888; 
popu.ar paper claiming in excess of 
250,000 daily; $2.50 inch. 

un* independent; half-penny; est. 
1893; high-class evening paper; $1.75 
inch. 

Westminster Gazette; liberal; one 
penny; est. 1893; founded by Sir 
rge Newnes; $5 to $2.25 inca. 
City Oracle; one penny; est. 
the only afternoon financial paper. 
Daily Commercial Report; est. 1854; 

commercial. 

Pubic Ledger Evenin 
noon edition of Public , Be mon 
_ Beerbohm’s Evening Corn Trade List; 
six pence to one shilling; est. 1869; 
markets. 


1895; 


Reports; after- 





_A BOoKLeT about three brands of 
cigars made by the Horace M. Cheek Ci- 
gar Co., Bowersville, Ga., is winning in 
its way, but could be improved by more 
cigar talk—prices and reasons. 





MEN’s wear for the coming winter is 
shown in an exceedingly tasteful booklet 
from the Friend Bros. Clothing Co., Mil- 
waukee. Pictures and descriptions are 
all that could be desired. It bears the 
imprint of the Hall-Taylor Co., admen, 
Milwaukee. 
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ONE AD IN PRESS SOLD 147 BOXES! . 


JOSEPH FLEMING & SON, 


IMPORTERS AND 


WHOLESALE DRUGGISTS, 
410 anv 412 MARKET STREET, 
1 ano 2 DIAMOND SQUARE. 


PitrssBuRG, Pa., Oct. oth, 1903. 


PREsS PUBLISHING Co., 
Fifth Ave., City. 
GENTLEMEN: 
The returns from our advertisements in 
Tue Press have been so satisfactory that we 
wish to congratulate you on it as a business 
getter. 

Recently we had a half-column ad of 
Mi-o-na in THE PRESS ONLY, and the 
next day we SOLD ONE HUNDRED AND 
FORTY-SEVEN BOXES. This is some- 
thing phenomenal, and we take this means 
of advising you, as we feel it is worthy of 
special notice. 

With best wishes for your continued 
success, we remain, 

Yours very truly, 
Jos. FLeminc & Son, 
Per W. P. Martsolf. 











A Voluntary Testimonial of the Value of 


THE PITTSBURG PRESS 


asa 


BUSINESS GETTER 
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Cc. J. BILLSON 


MANAGER OF FOREIGN ADVERTISING 


New York and Chicago 
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MEDICAL ADVERTISING. 
By Frederick Cole, M. D. 


For convenience of considera- 
tion medical advertising can be 
divided into three classes: patent 
medicines, the advertising of the 
practice of a doctor, and ethical 
advertising. 

In the advertising of patent 
medicines the “copy” should vary 
with different classes of mediums. 
For bill-board work the name of 
the preparation, with one or more 
of its uses or characteristics, 
briefly told, is all that is neces- 
sary; more than that is a draw- 
back rather than an advantage. 
Room must be found either for an 
illustration of some kind or a 
fancy display of the name of the 
preparation, either of which should 
be characteristic of the goods. In 
designing such pictures there is 
no reason why the artist should 
not be true to nature; and if sur- 
gical subjects are introduced, the 
sketch might with advantage be 
submitted to a man with medical 
training. At the present time 
there is offered to public view in 
connection with the advertisement 
of a well-known preparation a 
hand bandaged in a way that 
would be intolerable to the patient. 

Advertising in high-class dail- 
ies follows along the same lines 
as bill-board work. The brief 
story is all that there is time to 
read. In Sunday editions, week- 
lies and country monthlies more 
space can be occupied; but the 
general tendency is to spin out 
too long a tale. The great bulk 
of the purchasers of patent medi- 
cines comes from the poorer and 
lower middle classes, and medi- 
ums should be selected accord- 
ingly. 

Some large firms employ their 
own writers, but a good deal of 
the work is done by the agencies. 
Of course, in a technical subject 
like medicine, the layman is handi- 
capped; the result is that much 
of the copy used is a rehash of 
the same theme, with the use of 
different testimonials, it may be. 
In almost every disease, however, 
there are points in the causes, his- 
tory, symptoms and results that 
can be worked up into excellent 
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copy. I have been asked by writ- 
ers to recommend medical books 
from which material could be 
drawn; but anything written for 
the physician is liable to be 
couched in too technical language 
for the layman. 

The testimonial plays a large 
part in the medical advertise- 
ment; but the majority of testi- 
monials can be boiled down. I 
am a firm believer that in medical, 
as in other advertising, the closer 
you stick to the truth the better 
for the business you are advertis- 
ing. Not “| since an agency, 
writing copy for a skin remedy 
asked me, if they could boom the 
preparation for sunburn and 
freckles to catch the small change 
of the summer girl. Knowing the 
etiology and pathology of these 
conditions and the general make- 
up of the remedy in question, I 
advised against such a departure, 
and believe I saved tne advertiser 
from what would have been in the 
long run an unprofitable invest- 
ment. 

I have been asked by proprie- 
tors of patent medicines how they 
could get their preparations taken 
up by the medical profession. This 
is a hopeless task. It is against 
the ethics of the profession to 
prescribe such remedies, and to in- 
stitute a campaign amongst tne 
physicians is money wasted. 

By the advertising of a prac- 
tice I mean the use of printers’ 
ink by a doctor to tell the people 
that he is out for business. In 
some communities it is not con- 
sidered unethical for physicians 
to insert their cards in local pa- 
pers; but the advertising to which 
I have particular reference is on 
a larger scale than that. Such 
stents Say be either local or 
general. 1 advertising invites 
people to consult the doctor at his 
office, general advertising is for 
the building up of a mail order 
business. In both these classes 
it is customary for the doctor 
to offer free diagnosis; and where 
local business is sought, the giv- 
ing of free electrical treatments 
or X-ray examinations is often held 
out as a premium. It seems pos- 
sible to trade upon the widespread 
credulity in the power of a mys- 











terious force like electricity to an 
amazing extent. Tne bulk of the 
patrons of mail order doctors 
come from small country com- 
munities where the competition 
among medical men is not great 
enough to keep them up to the 
times or to lead them to take 
more than an ordinary interest in 
a chronic case. The offer of free 
expert examinations of urine and 
blood is the bait most often held 
out to these patients. 

It seems to be the rule for the ad- 
vertising physician, or the man who 
writes his advertisements, to claim 
that he is the only man on earth. 
I am inclined to think that while 
a few may be fascinated by these 
extravagant claims, more are kept 
away. I am in favor of stating 
the experience and skill of the 
doctor in enthusiastic but not ex- 
clusive terms, backing up the story 
by good testimonials. 

In both patent medicine work 
and mail order treatment, “mon- 
ey back if not satisfied” is the 
strongest argument that can be 
used. 

The New Thought craze has 
brought a new type of medical ad- 
vertising into prominence, the ex- 
ploiting of- hypnotists, mental 
healers and others on similar lines. 
These advertisements appeal to an 
entirely different class of people 
from those advertising cures by 
medicine. The average man of no 
special intelligence understands 
castor oil; but his life is passed 
upon too material a plane to make 
it easy to persuade ‘him that drugs 
and plenty of them are not neces- 
sary for his case. Not long since 
I had occasion to give some ad- 
vice along these lines. A concern 
was running two affairs; one was 
a straight mail order medical 
proposition, and the other claimed 
to use the latest and most ad- 
vanced psychic methods. Adver- 
tisements of these are: often to be 
found in the same periodicals. If 
they were good mediums for the 
one, they were not the best for the 
other. To make matters worse, 


the second proposition included an 
offer of a book telling patients 
they could not only be cured them- 
selves, but how they could cure 
others. 
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Thousands of dollars are wasted 
annually in conducting ethical 
campaigns. By the ethical cam- 
paign is understood the pushing 
of the sale of standard pharma- 
ceutical or proprietary prepara- 
tions among physicians. There 
are three avenues open: the mail- 
ing of circulars and advertising 
novelties, the employment of de- 
tail men leaving samples and lit- 
erature with the doctors, and ad- 
vertising in medical journals. 

A great deal of money is 
wasted in printing and circulating 
pamphlets which, however inter- 
esting they may be, are too long 
to be read. A little folder bring- 
ing out a few prominent features 
in headlines, so that a physician 
cannot fail to grasp them at a 
glance, will accomplish better re- 
sults. There can be a line to the 
effect that more extensive infor- 
mation will be sent on request. 

Foreign preparations are often 
introduced into this country and 
to save money the same circular 
matter is used here as on the 
other side of the Atlantic. In the 
great majority of cases this is 
— economy. Anybody who 

nows the London Lancet, for in- 
stance, will understand why the 
American physician will not read 
a reprint or reproduction from 
its columns. He is accustomed to 
receiving much more attractive ad- 
vertising matter. 

As a distributor of printers’ ink, 
the detail man can help or hinder 
the publicity campaign. In too 
many cases he is a hindrance. A 
large number of these men seem 
to have graduated from a school 
of street-corner vendors. They 
have a patter that they have to 
repeat upon all occasions; and 
they assume that it is their mis- 
sion on earth to enlighten tne doc- 
tor and teach him how to run his 
business. The man who briefly 
tells the ingredients of his prep- 
arat‘on and puts the literature into 
the doctor’s hands for examina- 
tion, leaving the doctor to deter+ 
mine the usefulness of the ar- 
ticle presented for his considera- 
tion, is the man who will win 
most friends for himself and for 
his employers. 

Medical journals as a medium 








for advertising are a field by 
themselves; and a man has got 
to be well posted in making a se- 
lection. he claims of circula- 
tion are of a distinctly fancy kind, 
and few publishers are willing to 
submit any satisfactory proofs. 
Some medical journals are purely 
local in their circulation and 
others go only among practition- 
ers of some specialty. A few 
agencies make a specialty of this 
class of work; but these often 
control the advertising of a jour- 
nal, and their advice is not al- 
ways disinterested; and I have 
known the size of the rake-off to 
be altogether too great a factor. 
+ or—__—_ 


NOTES. 


Tue Pittsburg Press reproduces in 
facsimile a note from Joseph Fleming & 
Son, wholesale druggists, of that city, 
commending the paper as a proprietary 
medium. 


One of the Buffalo Express’s pleasin 
ads is a monthly pocket memo-book wit 


blank spaces for each day and a little ¢ 


foreword about the paper as an advertis- 
ing medium. 


Tue second number of Bidding for 
Trade, the tiodical of the Robert 
Graves Co., New York, appears in a 
smaller, neater form and contains ex- 
cellent wall-paper schemes. 


“My Ideas of Advertising” is a book- 
let from F. H. Lovejoy, Roslyn, Pa., 
dealing with advertisine from the re- 
tailer’s standpoint. It is in good taste 
and an effective piece of literature for 
an adwriter. 


Tue latest folder from the Astoria 
Pharmacy, Washington, D. C.. is de- 
voted to seasonable items such as cough 
remedies and hot water bags, with a con- 
vincing foreword on_ prescriptions and 
the store’s general policy. 


Samprtes of abestos cloth, 
filtering water and chemicals, and as a 
protection against heat in foundries and 
refineries, are attached to a pithy. folder 
from the H. W. Johns-Manville Co., 100 
William street, New York. The samples 
tell the story. 


“Tue Hen that Lays the Golden Egg” 
is a folder from the Farmers’ Sentinel, 
Milwaukee, showing a pase of poultry 
advertising in that weekly and quoting 
opinions from poultry advertisers who 
have used its space. The moral is 
“The hen that lays the golden egg nests 
in Milwaukee.” 


A warcE portfolio of specimen ads and 
illustrations, chiefly for agricultural me- 
diums and supplementary literature, 
comes from the Long-Critchfield Corpo 
ration, Powers Building, ne. This 
concern is the successor of the Frank B. 
The work is of. the 
distinguishes the firm. 
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“Facts About Advertising” is a small 
booklet, dealing with the general prin- 
ciples of the subject, issued in the-in- 
terest of the Murray-Woodward Adver. 
tising Co., Buffalo. 


“Deattnc with General Advertising 
Agents” is a short and extremely sensi- 
ble paper showing the agency’s value to 
the publisher. It is reprinted from the 
minutes of the Illinois State Press As- 
sociation by the author, H. N. Wheeler, 
of the Quincy, IIl., Journal, 


Tue Early Bird is the title of a month- 
y paper published by W. C. Early & 

0., wholesale grocers, Memphis, Tenn. 
It contains the usual price lists, adver- 
tising of manufacturers, etc., and is said 
to be an excellent stimulant for the 
firm’s mail order department. 


“Cause and Effect” is a folder from 
the Detroit News, containing advertising 
and circulation figures. The publishers 
assert that the paper reaches more than 
1,000 towns in Michigan, and that in the 
city is has more subscribers than are on 
the books of the Detroit Water Board. 


Home and school libraries for boys 
and girls are listed in a neat priced 
catalogue from the William J. C. Dulany 
Company, Baltimore, Md. The books 
are well chosen, and the selection would 
be of value to merchants who find a 
forget library an aid to sécuring boys’ 
le. 


_H. G. Sommerman, the Chicago spe- 
cial, has been gepeiated representative of 
Success with Flowers (West Grove, Pa.) 
for the territory west of Buffalo and 
Pittsburg. His offices are in the Boyce 
Building, Chicago. The publication is 
represented in New York by Leith & 
Stuart, 150 Nassau street. | 


An excellent booklet setting forth the 
facilities of a large metal working and 
repair shop comes from the National 
Stamping and Electric Works, Chicago. 
“If it’s made of metal, we can make it,” 
is the firm’s catch phrase, and the book- 
let briefly suggests ways in which the 
shop can help manufacturers. 


Spectmens of “Winchell,” a new face 
of type designed by Edward Everett 
Winchell, of the Winchell Press, New 
York, are shown in a large booklet from 
the Inland Type Foundry. St. nis. 
The letter is black and has extremely 
strong, simple outlines. Its utility in 
advertising display is apparent. 


“Weicnep in the Balance and Found 
Wanting” is a booklet from Heath 
Milligan, paints, Chicago, containing 
facts for the consumer regarding the 
comparative cost of modern prepared 
paints and the old-fashioned home-mixed 
white lead and linseed oil. The result 
is a forceful argument for the firm’s 
products. 


A weat booklet from the headquarters 
of the Waiters’ and Bartenders’ Inter- 
national League, Cincinnati, contains its 
by-laws and the rules under which its 
official organ, the Mixer and Server, is 
published. This is a monthly paper, 
edited by the secretary-treasurer of the 




















. Organization, and credited with an _aver- 


age issue of 18,085 by Rowell’s Direc- 
tory. 
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A rotpver from the Philadelphia Press 
shows that of twenty-six national 
in the Quaker City twenty selected that 
medium to publish statements. 


To help retailers present their Kon- 
querer Shoes to the best advantage, the 
makers, Preston B. Keith Shoe Co., 
Campello, Mass., issue a booklet of ad- 
vice and specimens entitled “How 
Should Advertise.” 


Tue Taylor, Smith & Taylor Co., pot- 
ters, East Liverpool, Ohio, are adver- 
tising a child’s dinner set in the maga- 
zines, and issue a set of colored litho- 
graphs for follow-up purposes showing 
the various pieces in natural colors. 


THE personnel and resources of the 
new National Bank of Commerce of New 
York are set forth in a neat announce- 
ment of the consolidation by which three 
large national banks were merged into 
an institution with $25,000,000 capital 
and a surplus of $10,000,000. 


“Tue Cecilian as an Educator” is a 
finely made. booklet showing the uses 
of this piano-player in social life and 
the home by means of pictures, with a 
running tary addressed to musi- 
cal readers. The Cecilian is made by 
the Farrand Organ Co., Detroit, Mich. 


From the St. Louis Union Trust Com- 
pany, St. Louis, comes a handsome thir- 
ty-two page brochure showing the insti- 
tution’s building in all its details, and 
giving all needful information about its 
banking, trust and safe deposit depart- 
ments. It bears the Matthews-Northrup 
imprint. 


A BooKLeT from the Southern Fruit 
Grower, Chattanooga, Tenn., contains 
arguments for that monthly as an ad- 
vertising medium reaching the fruit dis- 
tricts of Virginia, the Carolinas, Geor- 
gia, Florida, Alabama, Tennessee, Mis- 
sissippi, Louisiana, Texas, Arkansas and 
Missouri. 


From Louis Fink, adwriter, 16 South 
Fifth street, Philadelphia, comes a small 
booklet telling what he can do to make 
retail advertising more productive, at- 
tractive and economical. he arguments 
are terse and sensible. With Mr. Fink 
is associated Ormond Barnett Roe, an 
advertising artist and caricaturist. 

















“Comfort circulates one million and 
a quarter copies of each and every is- 
sue,” says a folder from this aine 
monthly. “These copies go in separate 
waugene to just that number of separate 
mail order buyers. Proved or your 
money back.” Comfort is in the Roll 
of Honor with a rating of 1,274,766. 





“Great Buildings of America” is @ 
new booklet from the Remington Type- 
writer Co., New York, showing a half- 
tone of the chief office building in each 
important city in the United States, with 
informaion as to the number of type- 
writers of all makes used therein. In 
every instance the Remington is rep- 
resented by from sixty to ninety-five per 
cent of all in use. The booklet is a 
continuation of a_ series that treated 
New York City, Chicago, Philadelphia, 

on, Washington and the great in- 
dustries of the country in the same way. 


Tue Manhattan Advertising Agency 
of 110-120 Broad street, of which Mr. 
James Cochrane was the manager, has 
gone out of business. Their sole busi- 
ness consisted of the advertising of the 
Plasmon Company of America, who have 
offices in the same building. It is said 
that the Frank Presbrey Agency, 7 
West zoth street, will handle any busi- 
ness that said company might place in 
the future. Mr. Cochrane is now in 
Los Angeles, Ca 


_ A WEALTHY man interested in social- 
ism has placarded New England with 
signs reading “What is socialism?” “As 
3 business man do you know about 
socialism?” “Do you honestly think 
socialism an evil?” These signs are let- 
tered in red on white boards, accord- 
ing to the Minneapolis Times, and while 
the man who put them out has no in- 
tention of advertising any particular 
brand of socialism it is his aim to call 
attention to the subject and induce in- 
qu. The first set of boards will be 
ollowed by others giving addresses 
where literature may be ha The pro- 
moter of this campaign says the elec- 
tions of recent years show that the so- 
cialistic vote is rapidly increasing. He 
claims that this is specially true of New 
England. He has a list of socialistic 
mayors who are now serving in various 
cities of the United States. He says 
that he does not care to draw special 
attention to these, as they do not proper- 
ly represent advanced socialism. He 
prefers to have the people discuss the 
question and eventually agree upon 
some potas brand which is of ser- 
viceable political use. He thinks that 
the German socialistic idea will be in- 
vestigated. with good results. He hopes 
that socialism will not be viewed from 
the standpoint of those who are vicious- 
ly discontented with existing conditions, 
The socialism of labor unions and the 
like is not in favor with him. It is 
too radical. 








We have used the 
American Newspaper 
Directory in our adver- 
tising department dur- 
ing the past ten years, 
and could not get along 
without it.— Walter 
Baker Co., Limited, 
Boston. 
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ROLL OF HONOR PRIZE 
COMPETITION. 


TWENTY-FIRST WEEK. 


In response to this contest ten 
articles were received in time for 
report in the closing week of the 
competition. Of these, the one re- 
printed below was deemed the best. 
It was written by M. Lee Starke, 
Tribune Building, New York, and 
it appeared in the Montreal, Can., 
Star of November 24, 1903. In 
accordance with the rules which 
govern this contest, a coupon en- 
titling the holder to a yearly paid- 
in-advance subscription to Print- 
g..’ INK was sent to Mr. Starke 
when the marked copy of the paper 
was received. Two additional cou- 
pons, one to Mr. Starke and one 
to the advertising manager of the 
Star, were sent in accordance with 
the terms of the competition, after 
the choice for the last week had 
been made. Mr. Starke’s effort 
will now be placed on file, and it 
will have further consideration 
when the time for awarding the 
cash prizes arrives. The article as 
it appeared in the Star follows 

ere: 


WHERE TRUTH IS HONORED 


PACTS, 





NOT CLAIMS, COUNT WITH THE 
EDITOR OF PRINTERS’ INK. 


By M. Lee Starke. 


In the matter of giving facts, regard- 
ing the circulation of newspapers, and in 
urging publishers to issue true state- 
ments, rge P. Rowell & Co. were not 
only the pioneers, but have always led 
in this important work. They first issued 
am accurate annual, then an accurate 
— and now an accurate weekly 
irectory, the latter of which is _ rep- 
resented by Printers’ Inx’s Roll of 
Honor. Under this caption, Printers’ 
Inx, the best known of all journals is- 
sued in the interest of advertising, is 
publishing weekly classified advertise- 
. ments of newspapers or other periodicals, 
the publishers of which have furnished 
to the 1903 issue of the American News- 
paper Directory a detailed statement of 
circulation. These are generally regard- 
ed as the publishers who believe that 
an advertiser has a right to know just 
what he is paying for, It also publishes, 
under the same heading, the advertise- 
ments of newspapers to whom the Ameri- 
can Newspaper Directory has accorded 
the celebrated “gold marks” or “‘bulls’- 
eyes.” 
THE HONORED FEW. 

Out of over 27,000 publications in the 
United States and Canada, there are 
comparatively but few that tell the truth 
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about their circulation. 


These few are 
made conspicuous through the medium 


of Printers’ Inx’s new department. The 
Roll of Honor is the elite list—the ‘‘400” 
—of the. newspaper world. Unless ga 
paper possesses the requisite qualifica- 
tions, no amount of money can } it‘a 
place in the Roll of Honor. 

AS AN ADVERTISING INVESTMENT. 

Merely a nominal charge is made for 
the announcements, so that the maximum 
of advertising is obtained at a minimum 
cost. Think of it! Your publication (if 
you are willing to tell the truth) with 
its proper circulation rating placed be- 
fore practically every advertiser and ad- 
vertising agent in the world at forty 
cents per week. Such service cannot be 
obtainea anywhere else at any price. 

CONFIDENCE. 

Advertisers have confidence in Parnr- 
Ers’ Ink to such an extent that its Roll 
of Honor is now used by them as a 
ready reference or weekly supplement to 
the American Newspaper Directory, 
which has been the recognized authority 
on ~~ circulation for thirty-five 
years, advertisers depending on its rat- 
ings of quantity and quality of circula- 
tion as much as on the commercial rat- 
ings of Dun’s and Bradstreet’s. The 
largest advertising agents admit that the 
American Newspaper Directory is the 
most accurate published. The opinions 
of two of the largest Western agents 
with whom the writer comes in contact 
are given below. 

“As a matter of plain truth, there’s 
only one. The American Newspaper 
Directory is the Webster’s Dictionary 
for advertising. As for its integrity, I 
don’t believe that any fair-minded man 
ever questions it, be & publisher or ad- 
vertiser.”—Daniel M, Lord, of Lord & 
Thomas, Chicago. 

“In my opinion, there is only one 
newspaper directory, and that is Rowell’s 
American Newspaper Directory. In the 
work of this agency we use it constant- 
ly.”--John Lee Mahin, of the Mahin 
Advertising Co., Chicago. 

The writer finds that the big adver- 
tisers and agents refer almost invariably 
to the American Newspaper Directory 
and to Printers’ Inx’s Roll of Honor 
to find out the circulation ratings of pub- 
lications. They show by this that they 
believe the American Newspaper Direc- 
tory and the Rol) of Honor to be not 
only the best authorities, but absolutely 
unbiased. 

PREVENTION BETTER THAN CURE. 

It therefore behooves every honest 
ublisher to enroll as soon as possible. 
ewspapers not represented in the Roll 
of Honor undoubtedly fail to obtain a 
place on many select lists, thereby losing 
a number of good contracts. It pays to 
keep good company. “A man is known 
by the company he keeps;” so is a pub- 
lisher. Printers‘ INK has arranged a 
plan whereby all truthful publishers are 
classed by themselves. An honest pub- 
lisher is not afraid to tell the truth about 
kis paper’s circulation. He fs not trying 
to obtain money under false pretenses, 
but, on the contrary, sells advertising 
space as a merchant sells goods, furnish- 
ing. itemized statement of his charges, 
here was a time when a publisher 
could, without fear of loss of business or 
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detection, lie or remain silent concernin 
his paper's circulation, but now the 
Ray of Painters’ InxK publicity is turned 
on him. He must come out with the 
truth. His failure to do so is, to say the 
least, suspicious. Printers’ INK insists 
that an advertiser should not buy “a pig 
in a bag.” Its object is to make the 
publisher open the bag, weigh the pig 
and tell the advertiser truthfully how 
many pounds he is paying for. 

The writer represents only papers of 
proven circulation. He would not rep- 
resent any newspaper that would not 
furnish an advertiser with a sworn de- 
tailed statement of its actual net daily 
circulation, believing that this is the only 
honorable method of doing business. If 
advertisers would insist on having an 
itemized statement of circulation with 
each bill rendered, they would come 
nearer to getting a dollar’s worth of ad- 
vertising | a dollar than they do to- 


day. 

The Little Schoolmaster con- 
gratulates Mr. Starke for having 
written the prize essay in the clos- 
ing week of this contest. The Mon- 
treal Star, in which the article ap- 
peared, is one of the earliest mem- 
bers of the Roll of Honor. Mr. 
Starke enjoys also the distinction 
of having written the prize winning 
essay in the fourth week of this 
competition. 

In an early issue of Printers’ 
Ink this contest will be reviewed 
and cash prizes as follows will be 
awarded: One hundred dollars for 
the article deemed first in merit, 
fifty dollars for the article deemed 
second in merit, and twenty-five 
dollars for the one deemed third 
in merit. Halftone pictures of the 
three prize winners will also be 
exhibited. 

Critically inclined readers of 
Printers’ INK may be interested 
in the invitation printed on the last 
page of this issue. 





A Fotper from the Family Circle, a 
monthly farm paper, published in Min- 
neapolis, lays stress on the prosperity of 
the great grain belt—the States of Ohio, 
Indiana, Illinois, Wisconsin. Michigan, 
Towa, Minnesota, Kansas, Missouri, Ne- 
braska and the Dakotas. The publish- 
ers claim that the Family Circle’s cir- 
culation is two-thirds agricultural. 








The German Weekly 
of National Circulation 


LincolnFreie Presse 


LINCOLN, NEB. 
Circulation 145,448. Rate 35c. 











THE FACT THAT THE 
Chicago 


Record-Herald 
GAINED 


793 Columns 


the first ten months of this 
year as compared with the 
corresponding period in 1902, 
while its nearest competitor 
lost 672 columns, covering 
the same period, means this: 
That many new advertisers 
are giving the preference to 
the CHICAGO RECORD- 
HERALD over other Chicago 
newspapers, and that the old 
advertisers have found 
profitable to increase their 
space in its columns. 














THE TORONTO STAR 
GIVING ASSURANCES. 


When the advertiser is assured 
that he is getting the dest there is, 
he ought not to ask for more. 

A point in keeping: THE 
ToRONTO STAR (evening) has al- 
most 22,000 met paid circulation. 
Every copy is delivered by hand ! 
There are absolutely no return 
copies of any kind. Probably 
this ef circulation is equal to 
30,000 of any other sort. At any 
rate, the STar’s circulation is 
understood at home, because the 
local arbiters (the home adver- 
tisers) have placed the seal of ap- 
proval on it by extending the 
largest patronage of any paper, 
morning or evening. 

Can you resist the argument? 

Rates the same everywhere. 

THE TORONTO STAR. 


The Chas.T. Logan Special Agency, 
Agents Foreign Advertising, 
Tribune Bulidings, 
NEW YORK and CHICAGO. 
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FIFTY-FIRST WEEK. 


In response to the weekly ad contest, now in its fifty. 
first week, twenty-seven advertisements were received in 
time for report in this issue of PRINTERS’ INK. The one 
reproduced below was deemed best of all submitted. It 
was sent in by Joseph G. Fogarty, 2092 Tiebout avenue, 
Bronx, N. Y., and it appeared in the December, 1903, issue 
of Success, New York City. A coupon was mailed to Mr. 
Fogarty, as provided in the conditions which govern this 
contest, viz.: Any reader may send an ad which he or she 
notices in any periodical for entry. Reasonable care 
should be exercised to send what seem to be good adver- 





can open ari account by mai/ in the largest and 
strongest savings bank on the globe. Sending de- 
posits by letter is entirely practical, safe and con- 
venient. Hundreds of depositors all over the civilized 
world have accounts in 


THE BOWERY SAVINGS BANK 


_ From one dollar to three thousand dollars received. 
Has been chartered nearly seventy years. Pays 3) %; 
interest compounded twice a year. 

The advantages offered by the Bowery Savings 
Bank to persons at a distance, and our plan of banking 
by mail, are explained in a booklet that we will send 
you on request. 


THE BOWERY SAVINGS BANK 


128-1909 BOWERY - - NEW YORK CITY 
SVE BVA EVE EE EEE 


tisements. Each week one ad will be chosen which is 
thought to be superior to every other submitted in the 
same week. The ad so selected will be reproduced in 
PRINTERS’ INK, if possible, and the name of the sender, 
together with the name and date of the paper in which it 
had insertion, will also be stated. A coupon, good for a 
year’s subscription to PRINTERS’ INK, will be sent to the 
person who sends the best ad each week. Advertisements 
coming within the sense of this contest should preferably 
be announcements of some retail business, including bank 
ads, real estate ads, druggists’ ads, etc. Patent medicine 
ads are barred. The sender must give his own name and 
the name and date of the paper in which the ad had 
insertion. 





























NOTES. 


NEAT vest ‘pocket folder from the 


s, C. A. of Germantown, Pa., bears 
hours of various classes in physical cul- 
ture and also serves as an advertisement 
for this department of the Association. 


WiTH two exceptions, according to its 
publisher’s statement, the Christian Her- 
ald, New York, has the largest circula- 
tion of any magazine of any kind in the 
United States charging as high a sub- 
scription price. 


“Tue spent dollar is a lost friend, 
gone forever,” is a phrase used in ad- 
vertising the First National Bank of 
Stevens Point, Wis. This institution is- 
sues commendable circulars to exploit 
home savings banks. 


Uncte Russert Sace’s tip to young 
men on New York real estate forms the 
keynote of literature describing a sub- 
division being exploited by the National 
Prohibition Park Co.; West New Brigh- 
ton P. O., New York. 


From Edward Hagaman Hall, Tribune 
Building, New York, comes a prospectus 
of his illustrated lectures on American 
history. The booklet is decorated with 
neat drawings and bears the imprint of 
the Kinsley Studio, New York. 


“Tue Art of Caricature” is a small 
book in which Grant White, 150 Nassau 
street, New York, gives the underlying 
tinciples of newspaper cartoon work. 
t is lucid and comprehensive, and ij¢ 
supplemented with a short history of 
American caricature. 


ee 
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“Seetnc San Diego” is a tiny vest 
pocket brochure, containing views and 
statistics of that California city, issued 
by the Chamber of Commerce as an au 
vertisement. 


“Wuicn Road?” is an_ interestin 
booklet wherein are cited instances o 
daily and weekly papers being ruined 
through bad debts and other instances 
of such debts being collected by the 
Publishers’ Collection Agency, of New 
York. Its statistics of non-paying sub- 
scribers and those who are tardy in re- 
newing ought to interest any publisher. 


From Nugent’s department store, St. 
Louis, comes a compact mail order cata- 
logue for fall and winter, containing 
150 pages of descriptions and illustra- 
tions, covering every section of the 
store. The covers and several inserts 
show goods in colors. The book contains 
a ge deal of matter for its weight, 
and presents a good appearance typo- 
graphically—or is, in other words, a good 
catalogue. 


Tue “Unit Books,” a series of vol- 
umes published by a new plan, are de- 
scribed in a booklet from the publisher, 
Howard Wilford Bell, 259 Fifth ave- 
nue, New York. Well-known classics 
are issued in good editions, newly edited 
and annotated, and for each twenty-five 
pages, or “unit,” the purchaser pays one 
cent, making the volumes very inex- 
pensive. The first volume, Hawthorne’s 
“Marble Faun,” contains 524 pages, and 
is sold in a paper cover for twenty-one 
cents. A new volume is issued on the 
first of every month. 





Advertising orders received before De- 
cember 30, for specified space or position in 
PRINTERS Ink, to appear for the entire 
year 1904, will be charged for only fifty 
weeks instead of fifty-two, and free inser- 
tions will also be given for as many weeks in 
1903 as remain when the copy is received. 
It the advertiser gets sick of his contract 
and wants to countermand it, he may do so 
at any time, paying only for the insertions 





| 
| 
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he has actually had. 
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Bem savetamnente under this conten i. asegutnd from publishers yee, 
the 1903 issue of the American Ni per Di tory, have omens 5 

that edition not the Directory a detailed circulation. Maacoment, duly signed and dated. o 
have ounemee a similar statement for the 1904 issue of the Directory, now undergoing re. 

yd and to be issued in April next. Such circulation figures as are mentio: are 


ya 
These are generally coapréed © the je publishers who believe that an advertiser has a right 
to know what , pays his 
The black — Seem 4 the ' average issue for the zoer indicated. The light-faced 
number in brackets denotes the page in the American lewspaper Directory which con. 
bay the details of the pebiontion’s h - No it of money can purchase a place 
in this list for a paper not entitled to it. 
Advertisements under this can will also be accepted from matoeione to y ~4 
American Newspaper Directory accords the “= ‘92 ©), the so-called gold marks, d 
superior excellence in quality of ae nnouncements under this classifies 
on, if entitled as above, cost 20 ce as per riine wader & YEARLY contract, $20.90 for a —_ 
ear, 10 per cent discount “it pete | wholl: inadvance. Weekly, monthly or quarterly 
ions to date showin ng increase of circulation can be made, Fe the publisher send sends 
a statement in detail, properly signed and dated covering’ the a. BL period, in accord- 
with the rules of the American cag i 


ALABAMA. ew Haven. Palladium, daily, Average for 

wt ston, ad Ste — agr|"" al 5,500 (114). Z. Katz, "Special Agent, ef 

’ '. Js 026, teed ~ ew Haven Unto. Av. for oes, d’y 15. ges 

First six months, 1903, daily 1 £58 gua ran » . y 
Las gest daly pron - ef, ’ guar eee Sy Sisee (14). EZ. Katz, Katz, Special A gen nie. 

Weekly edition edition : The Republic. New Lendon, Day, evg. Av. 1902, 5,198 (115) 

ham News. Daily av- First siz months 1903, 5, Aug., 1903 5,750, 


“Birminehem, Bcsing y aret oa Petar bt 
erage for. mo as = Norwich, Bulletin, daily. Bulletin C b- 
oan ised July 100 ine, Boi guaranteed. | lishers. Average for 19,689 (0). ‘Average 


aoagtem, Ledger. dy. Y say? fer 1908, Irst six months 1903, 4, 
1a s00 Av. Sor Aug., 190: » 1903, Fea ty }» guar’t'd. DELAW A 
Mon ve Advertiser. Adv Devestioe Do. A RE. 


Wilmington, ¥ .-ning 
$96 (@0), a Ta. 84t Sund: = erat 1 lishing Co., pubrs. Average pat teh pw gtd (121), 


ARIZONA. DISTRICT oF COLUMBIA. 

Bis Review, dail W. B. Kelley, pub.| Washington Fv. Star, daily. Ev. Star News- 
In 1908 nd issue fess than 1,250 6). In foes no | Paper Co. “Average for tie for ibe, 88,748 (©@) am, 
fesue less than 1,750. 1 Tribune, weekly. os for 1902, 
Phoenix, Republican. Daily average ag 1902, 10: Boe 1 Fist ete m c 
we ‘is f =. mee. ye 


5,820 a. Logan & Cole 
Ps, whey Times, daily. In 1902 no issue | DA. 
‘0 n no eless| Jacksonville, Metro; ola, daily. me 1902, 
1, yk 5 1 teehee August, | 7,018 (128). Average set 6 months, 1903, 8,229. 
every morning ex 


Pensacola, 
_— Reek, Arkansas M: orn- 
ie publi x, A pr py ined Sones. cept Honday. “Average for Fp tet A 902, 2,441 (131). 


T Morning Tribune. dail ‘ 

- CALIFORNIA. pune Pub’ Oo. "Average tor 190, By@08 clk. 
resno, Morn: can, daily. A 

for 1902, 4,644 or E. ate Sp E. Katz, Special Vigent. N. GEORGIA. 


Atlant sonal dy. Av. 1902, 87,828. Semi- 

Oakland, Tribun: Average for ssn, 84 [9,884. 

9,952 (75). Tribune ¢ Publishing Co mpany. oo 108 (is5 Bresent av average, 88, 
Lafayette, Walker Co. Mes Co, M , weekly. N. 


tor ine a Feb oo). We Welt: Porterfield, pub. °/ ©. Napier, Jr., pub. Av. for 1908, 1,590 (144). 


San Francisco, Argonaut, Prater = fp yy DANO. 

for 1902, 15,165 (81). E. Katz, Agent, N. Bolae, A 9 News, dy. om 
San Francisco, Bulletin. R. A. Crothe . | Boe aria, wy. 2,408 
tor 1908, dally 49,159, Sund 59, Sunday 47,802 (80). Av.| si). Av-/et ® mos., ie 2,800, wy. 8,279. 
ey ta a ee we wey, Yee cot 
ir '» ry F ea 

September, 1903, dail ly 61,068, As 32.698. no issue less than 1 1,080 ! ia Oe et 1, “100. 
Daily, average 1902, 

















San Jone, OT. Herald, daily. 


Co. Average for year end. ar end. Aug., 1 bide ioe Tt Tbe el —— tose hen 
San J Morning Mercury, dai 400 wee! » me 
Publ ishing Oo. Avernge for 1962, 6, ot” 1903, no daily issue less than 2,200. 
COLORADO. "| setae Ad oo, month d Sense 
’ Actual erage fo 176). 
weary Tm at Dug and pro nee recene es b 
. Average for . ver- can Bee. Journal, week 
age ee November, 1903, 48,626. Gain, 2,986. | Actual average yy J 198, 7,485 (160). vs ” 
ny agree Ohieago, Bakers’ Helper or ETO H.R 
lartford, Times, daily. i, 1902, Clissold. Average for t 050 he ) (177). 
18ite (ill). Perry Lukens, > rN Y. 


Meriden, M Ss lers Pub Co. Average tn ‘ son, ab, oo8 
x ‘ ‘or 
Repubil’r Pub. Co. Con By ee Fo av. for ss, Beppe (112). Mins ‘Average firet 26 weeks, 1903, 6.440. 
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cr Sin - ‘or 
aso aver were A se Sees ~y seorage ter 


in Dealers Jou 
poner ioipany.- 49. Av. fori9on, 4418 ( (@@) C70). 
Home Defender, mo. T. G. Mauritzen. 
Act. on. 5,409 (180). Six mos. 1903, 24,888. 


Chi Irrigation Age, m H. An- 
derson. Average for = 14,166 (1 oan... Average 
ten months Pye 22,100. 10 

ce-Review, mo. mo. Ave for 1902, 
anon ia” ior six months 1908, 66. 


Chieago, Monumental News, mo. R. J. Haight. 
oot Av. for year end. July, 1902, 2,966 (182). 


National Harness Review, mo. ae. 
of on Beet (183). First 8 mos, 1903, 6, 


Park and Cemetery and Gardening. 
mo. Av. og year ae =. 2,041 (1 


Chi rd-Herald. for 1902, 
daily 155,484, peg Le irises 106, 

oht The thly. Act- 

ua ee: for on eee, is 
Tribune, daily. Tribune Co. In 1902, 

ya “Oo (166). 

East St. Loula, Poultry Culture.mo. Poultry 
Culture 


Pub. Co. Average 1902, 6.875 (192). Av- 
erage first siz months 1903, 14,888. 


Evanston, Correct English: How to Use I 
7 for year ending Oct., ms 9,750 (1 


anem, Stas Couriers. ge for A. 
aaiy'2 3,410, weekly 1,582 
anteed circulation latly for August, 008-8 1003, 8,006. 








Peorta, Star, eveni morning. 
Actual sworn average for 1902, 28 28,742 (219). 


ad f 1902 
aBetitst SSSR aE ate 
INDIANA. 


Evanevé —*'y mists Gul be Courier Co. 
pub. Act ro 11,218 ¢ eee oh, "03, 12,- 
18. Smith lpn Rep.,N.Y. & Chicago 


Eva je, Journal-N: Av. for a a J 
11,910, ay ii, 508 $ (aud). ee Katz, Sp. Agt., N. 


wees 85,801 Cae Club, ‘Club, monthly. Average for 
“94 ry teste for daily reference. a” 


News, Hilton U. yt te 
a AV. lanapolis, News, dy. Hilton U 88 (250). 


Lafayet M ing Journal 
avernge {90s 8,008 (284); No hy Ca 


daily. 
1903, rat yn 


sche stem, Lentes, domy - one hig aed - 
‘or For 
Sey See erase Lat 


Munele, r Pub. Co. 
ending ek Feb. Sth, vaio 21.468, 8" sy 16,585. ton. 


Notre Dame, The Ave » Ave Maria, Catholic weekly 

magazine. Average for 1902, 25,976 (262). 
Prineeton, Clarion-News, Clarion Pub- 

lishing Co. Average for 1902, A 20 (264). 


Rie Evening Item. 8 a f 
1902, PETY} me for August, i903, 8, - ™ 


h Bend, Tribune. Sv Sworn daily average 
19084 rat (%7). .8worn av. Jor Nov., 6,808. 


IOWA. 
Arlington, News. All rint weekly. W. 
F. Lake, pub. Average for If 1,400 (282). 


Burlington, Thos. Stivers, 
en Ey ee 





Bu wk-Eye, tas 4 J. L. Waite. 
Av. for 1 erste (2). Sw June 30, 1903, 7,018. 


Clinton, Advertiser, daily i Ho Rg . pode 
lishers. A for 1 10. 
largest da zerago Soe 


Dave Times. Dy. a} av. 1902 6, S-wy. 
1,587 GD. Dy. av. oetiler 1903, 8,52 r. 
guar. more than double uble of as ny Davenport daily. 


x os ay. j 
publisher. x ta 24,018 
293). Average for October, 19 008 
Des Moin es, Cosmopolitan politan ith, m: 
ly. Still College. Average maple n (294). 
Des Moines, News, daily. Aver. 1902, 87,118 


(293). First 9 mos. 1903, aver., sworn, 41,87 1 net. 


Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for 1 for 1902, 6,095 ay 


Des Moines, Wallace’s Far 
Actual average January, 1908, 1908, 50s, BO, 60% (ae (204). 


Dub uque, Catholic Tribun Tribune, weekly. Catholic 


Printing Co., pubs. _Actual a average , 4,801. 
GC rechme ag av. 1902 be 8-wy. 
2,711 (315). av. 4 = UES 1903 AF fe ~~ 


Ottum ho av. 02 py 6, 
984 (319). Ist 6 mos. "1008 ay 4,577, sy. Teel. 


Sheldon, Sun, d wi H. A. Carso 
Average for 1902, dy ase, we 2,644 (323). _ 


Benentesh, Sentinel, tri-weekly. Sentinel 


Publishing Co. xa 1902, 8,681 ($23). 
Sioux City, iret 8 

of 1903 (aworn 18, 19,812, dy ao. for aug 10 ove. 

tts big, virgin fel. 1902 aan 16,968 (324). ' 


Atchicon, one & Vy * ae w. 7, Bowe. (334). 
Offers to prove 5, tion for 1903, 
or receipt any advertising bul _— 


Girard, Appeal to Reason, weekly. J. A. Way- 
land. Average for 1902, 195, 195,809 (a3). . 


Hatchineon, News, d’y anc d’y and w' yr’ 
1902, no issue less than 1 an 1,080 (a6). Ez. Rate N. hed 


ka, Western School J Journal, educational 
ant ly. Average for 1902, for 1902, 8,116 (362). 


we lehite, ta, Bagle, dy and w’ hat OB 4y. Sy d’y Bes 
KENTUCKY. 

1 le 

»% srerpert, boy ge for the, 8,848 Gat. J 


exi Leader. Av. for 1902, d’ 78 
wy 25 Sy 4,008 (873). (373). £. kat, ind 44 


Leuisville, Evening Post, Post, ming Post 
Co. ‘pubs, & Actual a 1 erage for 1602, 86, (874). 


Padueah, . daily. 8 Publishing 
Daily a pany p — eg) 1908, 2,289. = 


Nex Orieane, fem, daly, RM 
publisher. “Average, November, s. 16,848 


Ghretat journal of New Orleans. The 
ns its an exami 
records and ci: Goons bg dssccdatlon 


New Orleans, Louisiana Planter and 5: 
Mfr, wy. eee 


The Southern Buck, official creer of 
in Louisiana and Mississippi. A a'seea (388). 


r 


H. Gannett, pub. 


A Comf 
Actual average for 190%, 1,874,766 GUL). 
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ugusta, Kennebec Journal, 
wi d’y, 1902, 4,719, w’y aise con). 


Commercial. Average for 1902, daily 
7 Biotwcekly 29, O18 (392), 


wisten. Evening Journal, dail 
10 gun eob4e On weekly 15,855 (©) OD. 


Phillips, Maine Woods. code, Teak J. W. Brack- 
ett. Average for 1902, 5,416 


Portland, Evening Express. Avera 
daily 11, 181, Sunday Telegram 7,6' 


MARYLAND. 
N daily. ews Pub- 
Baltimore News ieuk a1 DES (a8). For No 


vember, 1903, 46.015. 


w'y. 











for 1902, 
(397). 


MASSACHUSETTS. 
Jeane Sventag be an Pe @) (aD — b Poston’ 's 


Besten, Globe, yt in eae 
Fag] dy, 195.8 3308 Sy ag are} 589. 
circulationin New England. " 


























Boston, P: dy. A for 1902, 174,178 
ee Av. Vor Oct 1008, dy. 804, Bi 
p.m. or a, m. sale mn New ngla nd. 


The Wonder 
NEWENLAND. ND JOURMALISM 


HOW THE BOSTON POST 
“!Grows and Grows 














addteerioemente goin m morting and afternoon NOVEMBER AVERAGES: 
NOVEMBER, 1903. | Boston Daily Post 
DAILY. SUNDAY. 
=| 1I8/,869 
= 9 
191308 
=“ | ms |Boston Sunday Post 
#) .. 175,936 
ae 299,600 9 
me | DAY BY DAY 
1a8315 Circulation of the Boston Post and 
Holiday. the Suaday Post, day by day, for No- 
196,127 vember, 1903: 
198,636 — Nov. 
‘ SN Mote a sosess ener 
—_ Be ccnnneonn HMG BO 
Daily Average, 1. 
btudey. eo 
Sunday Average, 300 x ee 
PSHE mm, ca 
Fn Na ge eee 


Catho- 


lies “See Jettrey Rocke, editor. @@) 
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Stenes 
7,000 | 05, 78.168 Gl 





Total, “tem 4,696,735 
Total, 23%. 879,680 

Daily pon ll .+ +++ 187,869 
Sunday Average...... amis 175,936 
ae eel dally’ & - John H. jen 8 aoe ais) 
For first siz mon 5 1008, £8,409 


East Northfiel 
mo, Av.for yr. @ 


Gloucester, 


Record 0: ¢ Christian 
i’g March March, 1908, 2O.bal assy. 


Average for 19, 


6,247 (427). wre &-y months 1903, 6,629. 
Lawrence, Telegram, Pub- 
lishing Co. Average for 1948, tor 1900 G,701 ae), 
Salem, Little Folks, mo mo. oni. 8. E. 
Cassino. Average for 1902, 7B, 





Springfield, Good Pousmeecying, . Ave. 
tor ioe Nos eee (436). For year ona ai" 
1903, 185,992. All advertisements guaranteed. 

Springfield, Republican (435). Aver. 1902, 
15,406 (@@), Sunday 15,988 (@@), wy. mitt. 

Woreester, ° ‘orcester 
Post Go. Ay Average Stanton To ed ashy” 

ue, French, 


a on. “9 Me pinion, Publ 


» Soret. 
MICHIGAN. 
Ad Telegram, W.Grandon. Av. f 
1902,1, 270 (440). Av. aan tn 1908. $.650. 


it, Free Press. Average for 1902, d 
atseee Sunday 51,260 (450). -_ 


Detroit Times Co. Av- 


erage Ley res ga 27,657 (450). 


Grand R: Press, dy. A 
for 1002, 88,216 ean First 8 moe’, 1908, —" 

ona a Herald 

for 1008, 80156 Us Only 

=, and only Sunday paper te said v 

Jackaon, Citizen, daily. daily. James O'Donnell, 
pub. Actual average for me, 8,887 (461). Av- 
pre Srat sz months 1903 , 4,828. 





wae those del); for October, ober 1608 6 OR. . 


1,089 Gath Po Ot 7,05, 2 bate fy aren Wr? 
oO Sg HESS: ADEE 


7. Johnson, 





Saranac, vertiser, . HH. 
- No issue in 1008 Tous er. weekly (474). 


. Feb., 08, erat ¢ (601). Act. 5 





Mepengele, Ren. Se 
thly. Actual average sabes cmt). act. 
ae pen Setober, 1008, T4888. 


Minneapolis, Farme' 


Tribune, twice-a-week. 
w. iu ete oe AY. Tay. tor 1908, 4,714 (A). 


=I Journal Print- 
(495). 


nner line, 


aste ei 


ee um 
Northwestern M: 
ing Co. Average for tue bos, aa oF 100, 4,800 eo on 


A Svenska Amerikanska 
poten Sr a pub. 1908, 47,075 (497). 


poten oney Tribune. 
rors for ne aay, 8:48); Ban 
Daily 78,061, Sunday B08. ket. 
average Sor Gi11. Dotty av- 
me Cale Reenter ss 


Me 
morning and evening editions for one price. 


Mi Western P 
to Western interests. Av. fo for 1902, jorboe won). (600). 


St. Paul, Dispatch, dy. Aver. 1902, 
( sat ps, oe ee, isi. AT paubs LhaD- 
NG NEWSPAPER. 


| 
astial Actial aren I efor aay, geese Ge). iret 6 


St. Peal, News, dy. 
First 9 mos. 1908, sworn a 











Aver. 192, 80,619 19 om. 
porn average $4,081 


St. Paul Pioneer-Press,_ Daily average for 
1902 pong = a 


Se. P Th Farmer, agt 
thee Brat Th ‘ oe ck eae end. 


st. Paul, The J ty Elk, mo. Av. 1 891 
(01). Last siz 23a Bm sess. 


wet Herald, daily. A 
age inn 880 CH. Av. pnt eee AY Ass. 


Westlicher Herold. 68: 
Winona, 28,808; id Ay, 1008, 98. 6885 =! 5.806. 


MISSISSIPPL 
American, daily. In! issue 
leas than 1,860 pnedleh In one. 1,900 copies. 


ae Gobe a savage _, Le, 9,414 


ony 
Kansas Olt . 
Ps a a 161108 Ga 
t Trade J'rn’l. 


Kansas 
Av. anaes city, Weekly Imp v. 5 mos. '03, 9,895. 
‘aneas City, World, daily. A 62.- 
oteua. Firat # mos. 1903, a0 aver. orn erase. 
(649). Actual aver. May, June, 


Mexieo, American Farm sn Farm and Orehard, 
Santee 
8t. Joseph, Medica) Medica} Herald, 








and hortic., mo. ues 
Herald Co. Average for 1902,'7,475 bin 
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Western Fruit Grow. 
287 (657). Rate séc. 
wr guarant’d. 


os Leuis, Medical Brief, m J. Lawrence, 
A.M.,M.D., and pub. Av. fo Av. tor’ is02. 88,058 (563). 


" National Farmer an and Stock Grower. mo. Av. 9 
mos. end. Oct.,’03 105,500. 1902, Gao8s (a5). 


wit, Leuis, The Woman’s } man’s 


and home. Lewis Pub. 


e, monthly. 
age for 1908, DOS.BEE. “dctual proves cocrane 
uke rat 9 mos. ¢ om, 1, 111,76 ‘ 


ogee 

ibaa 0 copies full covnt in the world. Siw — 
MONTANA. 

11,801 01)” MONTANA'S BEST NEWSPAPER. 


Butte, Inter-Mountain, daily. Inter-Moun' 
sts Average for for 1902, ncniareee a 


rd Publishing 
for ator bes, TD 4 oo. Average J 
Sat, 4 Ai 10, sai 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, reey 
(690). Av. for year end, end, aprit 30, 1903, 144, 
" Limeoln, Freie Presse, weekly (69). Average 
for year ending Apri 9, 10 1903, 1 ood. 


Lineola, Nebraska Teache r, mopthly. eee 
& Crabtree, pub. Average for 1902, 5,100 


Lincoln, Western Medical Review, mo. Av. 
endg. May, 1903,1,800. In 1902, 1,660 (591). 


Omaha, Den Danske Pion hus F. 
Neble Pub. Co. Average for for 1908, 28,47 (604). 


lews, daily. Ave Aver. for 1902, oa, ttt 
ae piret 3 omen. 1903, sworn aver. 40,0. 


NEW HAMPSHIRE. 
ge cankten Fe Falla, Journal- pt, weekly. 


Transcri 
bie. In 1908, no issue less than 8,400. 
Maneheste News, daily. daily. Herb. N. Davison. 
rage for 1902, 7, 500 (600). 
an efor 18, 00 N. Y. Rep., 150 Nassau St. 
NEW JERSEY. 


Asb Park, Press L. Kinmonth, pub. 
Act. Sn ae gale in 028,056. 


sie Aver, for 7th 8 


pat ver. vouieaioe Bb. 


Helen 
Co. A’ 
uary ist to 


(604). 


Sal Vinny Bn ey Ee - 6,585 Ch). (3). 


Evening Times. Sworn aver. 1902, 
3,585 “some mos, 1908, 4,288. 


Elmer, Times, weekly. 8. P. Foster. 
for valacagee 6). ‘ 





Average 


Actual average 


rver, ver, daily 
1902, 18,007 (61 Ge Sept., 1903, ee 


Jersey Average 
tor 89081 be (5). (GM). 186 Mids moe. 190, paw 


Sunshine, m mo. se 


Jersey City, 1908, si,see (426). 


Aver. for year ending Jan., 


Ev Pub. 
coh. tor Saariht SeTtoe 56,406, Sy. 10,915 (2). 


N Advertisers’ vertisers’ Guide mo. rs 
peyeriphakes’ Average for for 1902, Oat ( . 


Reites, kly. Est. 1878. John 
H Ook erage 1908, @,857 (626). 
NEW YORK. 
Albany, Journal, evening. 





Albany, Times-Union, evening. Establ. 
1856. Average for 1908, Se a 
Evening 


hamton, Evening H 
Hoelt Ge 0. Average for 1902, 008 18, 10:891 (s8). 


tae ee, ay Enquirer, even- 
w. J. Average for 1902, morn- 
ing? 48,818, evening 0,40 80,401 (641). 


Buffalo, Even News. Dy. av. yom, ¥ + 
th & Thom ning News. : N.Y. & 


(641). Sm mpoon, Re Rep., 
Evening Leader, Leader, dail Jresege fo 
1902, Oren ea. September, 1908 903. & 5,955. . 


Cortland, Democrat, week ra. Z: C. Parsons, 
Actual average for 192, 2, 2VS (64 


Elmira, Ev’g Star. _ ae. for 1 8,255 (651). 
Guaran ced byapidavit or ee 
rt, N. Py Ret Rep., 150 Nassau St. 


een ae 1902, 8 ECON vie soe, 
ve! or > 

4,500. Leith @ 8 Stuart, N. MY. Ke Rep., 150 Nassau St. 

N he, Ni dy. Av. for 1902, 4,257 (666). 

Guarantesd by apiaeotl or porecual teecctigatton. 
New 4 City. 

rican Knginee: R. M. Van Arsdaie, 

pa ‘av. 1902, 8,816 (681). At si). ya. 40 mos, '08, 8,745. 


American Machinist, wy, bet Ra construc. 
(Also European ed.) Av. 1908 Av. 1 1s. B61 (@ ©) (670). 
Amerikanische Schweizer Z Zeitung, w Swiss 
Pab.Co.,62 Trinity pl. Av. for 1902, 15,600 (71). 


Automobile Magazine, month * mmeend 
Press. Average for 1902, 1908, 8,750 (68 
er’s Review, monthly. W.R. G: Co. 
my Average for 1002, 088 68 6S. Aver. ~ 
age for first siz months end. . 4.» July 31, 1908, 4,416. 


monthly. Tot 


sigur Dies.” Average for 1908 for 1008. 479 ( 

Caterer. monthly." Cateret tw rus. Co. (Hotels, 
Clubs, and h-class for year 
ending with August, +, 1902, 58 we B88 “~ 


Geo, W. Willis 


Cheerful Moments, month: month 
Publishing Co. 208,888 (687). 


Average for for 
Chi Pub. Co., Ltd. 
ae tor 1008 ‘08: "96,844 , rappkoueen P 
Delineator, fashio Butterick Pub. Co., 
Ltd. Est. 1872. Av. 198, 08, 21,909 (988). Act. ac. 
cire’n for 6 months ending June, 1903, 876,987. 


El Comercio, m 
ard Clark Co. 


She; 
Average for 1908, B97 ( (oa). 


Electrical Review, weekly. weekly. Electrical Review 
Pub. Co. Average for 1902, ‘or 1902, 6,812 (@@) (674). 


eotlining (Jo urnal, weekly. 
eat fies av average se 1908, 10,009, (@ @) (674). , 


Association. 


Smee 
Average f 
8,808 (683); ‘aret h half 1908, 9,4 aly 1003, D868. _— 


rning T: legraph, dail: Daily Telegra, 
on ‘pubs. Average for’ 1908, Pe fe OS (06s). * 


Music Trade Review, music music trade and art week- 
ly. Aver. for 1902, 5,458 6 (677). 


Forward, daily. Forward Aver- 
age for 1908, 81,509 (667). (667). 
Frank Leslie’s Popular Mo 
Publishing House. ‘Actual av, rsfor ios, 80 
(690). December, 1903, edition, 258, 





jon tt eat. 


age three months to October /, 1903, 


ole” Reet Meehan! tlegtas 
Cad. 1903, 104.078, 
“The only lat for Nos New Thought 
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Pharmaceutical Era, weekly, pharmacy. D.O. 
Haynes & Co., pubs., 8 Spruce street. (© ©) (679). 

Pocket List of Railroad ilroad Officials, qi aly. Railr’ds 
& Transp. Av. 02, 17,696 (702) ; av. ‘03, 17,992. 


Police Chronicle, weekty. Police Chronicle 
Pub.Co. Average for 1902, 8,650 (679). 


Printers’ Ink, ney hy rg fer 


00 pe 
wan tor 1908, 18 18,987 (679). 


advertis- 
Est. 1888. 


Gazette, , railroad and engineering 
By rnd, Pee tescer Est. 1856. (@@) (680. 


The Central Station, mon C. Cushing, 
Jr. Av. for year ending May og 8,488 (687). 


The Iron ise, weekly, pekly, established 1856 @@ 
= oer mere than a the lead- 
in the hardware, tron, machinery 


on amen 

Printers’ Ink awarded a sterlin, sheer Sugar 

a inscribed as "Fotiows 

Awarded Novem 

Printers’ Ink, "the Little 
Laas 





“ ing been 
United 

anewres purpose as eh 
“tion witha specified class.” class.” 


The New York Times, dail; daily. Adotph 8. Ochs, 
publisher, 1902 A (@ ©) (669). 





Wilshire’s zine. 
193 E, 23d St. acer, toy! 1902, 06 
(1088). Actual av. first eight mos.. 1303. 100, 625. 


Reehester, Case and Comment, mo. Law. Av. 
for 1902, $0,000 (ib): 4 year 34 i average, 80,186, 


Behe Gazette, i 
arene, ie mentees Seon. ¥ Sage SE: 


on Tranter man aa Tee Lis: Sunday 69-000. 


Utiea, National ‘Electrical Contractor, mo. 
Average toe 1902, 2,292 (723). 


Utiea, Press. ay Otto A. Meyer, publisher. 
Average for 1902, 18,618 5,618 (735). 


Warsaw, Western New rn New Yorker, wee! ot. le 
A. Cass, publisher. A Average for 190%, 8 8,4 3.7m). 


Wellsvill Reporter. Re 
pub.” A. for 1902, ay. 1,044 Lead sow wy. 2, 43. 


Whitehall, Chronicle, nicle, week Inglee & Tefft. 
Average fon toon 4,182 (726). = 


NORTH CAROLINA 


Ral Biblical Recorder, week: Average 
we, st . ies monthe 1905, 681, 


NORTH DAKOTA. 
rand Ferka, Normand: kly. Norman- 
on Pub. Ee Average for 1 for 1908, Tsko (744). 
fi 4,759 (744). Actual a: 
for Sot. 0. 8 ae AN Biot HATE iM " BIGGEST 
DAIL Coste @ Maxwell, N. 


OHIO. site 
Beacon Journal. Daily 
1,808 G0. Year ending Sept. 30, 1903, 8.085. 
Ashtabula, Amerikan 
wards. 


w’y. Aug.Ed- 
Average for 1908, 8,5 rikan Sanomat, w oe 
ished 1842. 


r, Fairfield 
— ust, "We, no issue lees than 1,6 


Cincinnati, Mixer and Server, thiy. Actual 
——- for 1902, 18.088 pores eleven 
1903 wer. 


mo actual aver. 42,591. ~~ 
Hotel and Restaurant Employees’ . Alia: 
Fy joe Int. League of America. WATCH 


Cincinnati. Ph ic Magazine, mo. 
Phonog. Institute Co. “Av. ror 1902, 10,107 (764). 


Cineinnati, Trade Review, m’y. Highlands & 

Highlands. Av. for * 1902, 2,6 2,584 (765). 
Cincinnati, Times-Star, ay tar, dy. Cinci 

Star Pub. Co. Act. aver. for 1902, 148-018 (101). 

Act. aver. for firat six months 1908, 147,601. 


Cleveland, Current Anecd aees , Frenshees’ 
Mag.), mo. Av. year end, —_— 1 sagen 


Columbus, Press, da 
Printing Co.” Actual av. for av. for by ‘04.950 aa 


Cxfgubes Sales E. Moon 
publisher. Average for 1908, or Agent, mo L9Be CT ° 
ly. News Pub. Co. 


for Lg tg "Ui. Oetob October, 1903, 16.8 $09. 
Laneaste 





m, News, 
16,520 


iblican. In Aug- 
for 2 years (785). 


Sartnatel, Farm and Fireside, agricultural, 
= : ww -* Actual average for 1908, 
220 ). average 
months, 1903, 840,875. 
el Woman’s Home Com 
bias aa 1873. Actual av. forts 1902, 
it average for first siz 


Toledo, Medical and Surgical Reporter, mo. 
Actual average 1902, 10,917 (802). - 


Toronto, Tribune, weekly. Frank Stokes, pub- 
lisher. In 1902, no issue jess than 1,250 oa 


Sa 
RY klahoma F. 
om - 22,178 (813). Year ona fear end. June 30, 03, 4s 94,198. 


Guthrie, Oklahoma State Capital 
Average for 1902, dy. 18,806, saiees aid 


Year ending July 1, 08, dy. 19, 


Lannetar. C.C.C,Rosenberg. Finnish, 
me et 1902, 1,898 1,898 (820). 


Portland, Ev a Su 
snk ise TSE Tse SS 


Sworn cir.’03 (8 mos.), 
ending Sept., 1902, s.B08r, fret § mo mos. 1908, we try 


Pertland, Pacific 
a Cari ee, 
Alloghe, rel eae ¢ 
ip Dublin tu i 


the name of The American Home Companion. 


Ceonnelleville, Onsen, os we . Actual av. for 
2008, 5,265 (838). The “‘ Courier” a daily issue 
since Nov. 1902 ; statement tement upon application. 


Times, daily. Average for 1 10,645 
one ere atz, Special Agent, Wow Fork. , 
Harrisbu , dy. No issue for year 
end. Feb., arg: Telegraph, dy, ‘Suern o “4 
end, July, 03, 9,429. ). Average Sept., "03, 10,481. 


American Medicine, 


Philadel Med: Av. 
for 1902, 19, (865). Av. Mo Av. March, 1903, 1 


827. 
Frank Y. 





Cineinnati, 
(@@), Sunday (@@) (761). 


epecmnetth, New York 





Philadelphi 
Cees Oe erane for 1 at 
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Philadel Pn Go Farm Journal, monthly. Wil- 
mer Atkinson a ny, publishers. vera; 
for 1902, 528,12 ). Printers’ Ink awar 
the seventh Sugar Bowl io Farm Journal with this 

 assarded June 25th, 1902, iy 

PF oe ah Be Ink, ‘The Litt 
master’ in the Art of 
ba w« Mdoertioing to the Farm 
* Joui After a canvassing 
y “of merits extend: ending el 

Toes of half a om. nay my Hag 
4, published in V4 is United Bates, has 

the one ‘4 


A: “ 


“asan ‘ond Yor th | agricuite: 
“ral population, and as an effective — economi- 


with them, 
“ through its advertising columns. 2 
Eagedel hia, Groce: rocery World, w rocery 
Pub. Co. an. fo or 1908, 9.408 (867). » a Sirst 
six months 1903, 9, 780. 


Philadelphia, Press. Av. ci 
daily. Net average for Oct., i008, for dese, 


PS mg Si ia, Public Led let am daily. Adolph 


OO) 6 
Paiedcinhie, Reformed Church cuanger, 
w’y. Arch esta ). 

Seioct Times, 


iar rasa Fase 
The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
month ‘of shee 1908 : 








4 
Sane 








grvpsespnere 


NET A AVERAGE. sehet VEMBER, 


152,988 copies per day 


Wu, L. J McLean, Publisher. 
ino a more Philadel- 


Philadelnhi. 
£ 


D 





has e larg. | ™ 
est a pom ary gd any Philadelphia news- 
os 
Chronicle-Telegraph. Aver., 1902, 
Sworn statem statement un application. 


Pittebu Gazette, d’y a and Sun. Aver. d’y 
1902, new (876). sroorn stat 'em’t on application. 


Tabor World, Wort. wy. Av. 02, 16.025 
Gin tearks boxe cone owen in U.S. 


pot teburg, eae al . H. Seif, pres. 


Average for 1902, 59, sti ti “Average $ret oe 
months 1903, 64,871. 4 


67,842 a2 wits, 


Seranten, Tim eve: 
poe Average for i902, 4 or 1902, 19,917 oir ie). 
Forenings Vant Vannen, Swedish, mo. 

Ay. hte 1541 (889). Circulates Pa.,N. Y.and 0, 


Edw. J. 








W achingten, | Reporter, daily. John L. Stew. 
art, gen. mgr. Average fo for | 1902, a (889), 
_ Went Chsaten, Local News, Ww. A 
Average for 1902, aed a. 
York, Dispatch, dail. 
Co. Average rk ae 2,801 ¢ 
November, 1903, 8, 


RHODE ISLAND. 
Providence, ee fm meng St 
Sunday 18,281 an Oe 
581, average 1902, 





Publishing 
). oe Sor 


(896), 
SF 0 
idence Journal Co., pubs. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, weekly. 
Browne. Aver. 1902, no issue less than }. oon. 


Columstte, State, daily. State Co., publishers, 
verage for 1902. 5.77 ra (901). Daily average for 
the first six months of 1903, 6,661 copies. 


SOUTH DAKOTA. 
Sioux Falls, anges Leader. Tomlinson & Day, 
publishers. Actua. —y 4 average for 1902, 5,819 
(815). Sworn average for August, 1903, 9,487. 


TENNESSEE. 
Chattanooga, Southern i Grower, mo. 
Actual average + 3 an 204 (920). Rate, 9 cents 
per line. Average for Septem’ » 908 16158. 


Gallatin, pt A News. In 1902 no issue 
less than 1,850 (923). ret 6 mos, 1903, 1,425, 


Knoxville, Sentinel, daily. anette 1902, 
7,701 (925). Average ge October, 1908, 10,716. 


Memphis, Commercial Ap A Appeal, con. Sunday 
and week! ly 27.506, Sun. 
day $4,910, : weekly asia oxy First 9 mos. 
1903, dy. 28,445, By. 87,218, wy. 76,928. 


Nashville yr ay Av. for year —_ 
Feb., 1903, 16,0 Av, for June, 1903, 19,» 
556. Only Nashville d'y eligi y eligible to Roll'of Honor. 


Nashville, Christian Advocate, w ees 
& Smith. Average for 1902, 14,241 @ 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, ) 000 (944). 


Denton, Denton Co. Record and Chronicle, 
oe W. C. Edwards. Av. for 1908, 2,744 (945). 


1 Paso, Herald, daily. Average for 1902, 
8.545 (6). PS P. Smart, Direct tative, 
150 Nassau St., New York. In the latest issue oF 
the y-— 5 yo ye Di: the circu- 
lations of mes _—= daily pa; A El , Texas, 
are rated. curacy of the 
HERALD rating, but it has f.-% ~~} ap- 
rent tha *Times” rati Sraudulent.— 
Rs’ INK, July 22 22, 1903, 


Chronicle, weekly. G. x tam le 
wat "  hverage for 1902, for 1902, 1,329 (054 —_ 


es Advocate, dy. Fu ib. 1902 
0 issue less than 1,150 (05) x ey, om 257. 





Gh 
Ogden, Standard. Wm. 
for 1902, p daily 4,028, semi- Soong ery Boer Heyes 


VERMONT. 
er . F. E. FE langiey. Avi Acer. 1908, 
Norfolk, Pg sag average for 
1902, 56,098 (985). Aug., 1903, s-aol. 
WASHINGTON. 
Lake oy, for r 0h, 5,886 oo _— 


Tacoma, Daily News, dy. Av. va. 18, 658 ). 
Av, 9 mos. "1908, iy News. dy. inae 17 Bah. 


2.be4% "St. 














— ww 





PRINTERS? INK. 25 





A Roll of Honor-—continued. 





Taeo av. ae, 80,0085 8y., 
14,1953, a5. “4 tala Cibo), Av.7 


ae 6 
ceeds : Sy. LE Sige on,.8 500. 
coe becelth, yep. Pride wn 'N.Y.& Chicago. 
WEST eee, 

Kingwood, Preston Co. Journal, wy. W. 8. 
Whetsell. Av. for 1902 1,507, /st 9 mos, 03 1,715. 

Parkersburg, Sentinel, daily. R.G. Hornor, 
pub. Average or 1902, 902, 2,804 ( 009). 


Wheeling, News, d “@y and | Sy. News Pub. Co. 
Average for 1902, a’y §,026, S’y 8,805 (1011). 


WESOONEEN. 


Madison, Amerika, “49 Amerika Pub- 
lishing Co. Average for 1902 for’ 1902, 496 (1026). 


Milwaukee, Badger, mor monly. r Pub. 
Co. Aver. for So00. 85, (1082); 
since October, 00. Rate, 300.4 line. 


mF nt ayn Sena Wie Wisconsi: 
isconsin Co. Av. for 1902, Tor 1m, 20,748 (@ oo) oss, 


Milwaukee, Journal, daily daily. Journal Co. gee \ 
Av. end, Feb., 1903, 29,425 di (1029), Oct., $4,204. 


Oshkosh, Northwestern, d ef Av. for 1902, 
5,902 (1036). First 4mos 1903, 0. 


Raeine, Journal, “daity. ~ Journal + aad Co. 
Average six months to July 1, 1903, 8,706 


Raeine. Agriculturist, weekly. 
Average ‘for yg ar 515 iM For ended 
October 3/, 1903, 81,989. sail 


Waupaca, Post, weekly. Post Publishing Co. 
Average for 1902, 2, 588 (1044). 


—— COLUMEEA- 


Vancouver, Province, daily. C. Nichol, 
publisher. vverage for 1902, Dost (106i). 


Victoria, Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (i 051). 


MANTroRa, CAN. 


wi . German week! 
anna for 1908, mt 8161.1 ~ lee 1903, 3,106. 


hy Tson. fi tbseal on kl iy 10,604 
erage for week ¥ 
(1054). Daily, N ta, 'o'846. 


NOVA SCOTIA, can. 
tote be COW) a Aug.- Ar de 1908, 10baee 
ONTARIO, CAN. 


Toronto, Canadian Implement and Vehicle 
Trade, monthly. Average for 1902, 5,250 (1087). 


Toronto, Star, daily. Average for 1902, 14,- 
161 (1084). . Siz mos. to October 1, 1908, 21,88 





QUEESO, Can. 
ontreal, Hi 1" Av. for 
1908, 1S 8ST (1008). De pis monthe, f 1903, 22,492, 
Montre totam. seeMe 
lisher. Actual av ‘nil. 70,480. 


Average to Sept. ist, 1908, rors a 


Montreal, Les Debats, Ed, wall ib. 
Av. 1902,6,577. This aes 00 Gap ‘pebtlened om. 
der the name of Le Combat Journal Independent. 


Mo mtroal, Oar, dy. &wy. Graham &Co. Av 
for 02, dy, bb.0TS, Wy.121-415 (1008). Siz mos. 





end. May 3/, nis, dy. av. 65,147, wy. 122,157. 


gap No Amount of Money 





Sa can buy a place in this 





mae list for a paper 





WaF-not having the 





"requisite qualification. 
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L FOR ADVERTISERS. 


> tet overs Wotne A Ly Fy 
. Subscription price, five dollars a year, 
sdvance. Six dollars a hundred. NO back 


cop- 
or alarger number at the same rate. 
wt desiring to for Print- 
Inx for the benefit of advg. may,on 
It vay oe pala tor it is 
person w Di ‘or re 
’ nx it is because some one has 
in hisname. Every is 
at the expiration of the time paid for. 





Cuaries J. Zinc, 
Business Manager and Managing Editor. 


OrFFices: No. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-62 Ludgate Hill,E.C. 


NEW YORK, DEC. 16, 1903. 
ADVERTISING HELP. 
IV. 


It’s a mighty poor merchant who 
advertises because some solicitor 
offers space for sale. When the 
subject of advertising is properly 
understood, the merchant will ask 
for a visit from the newspaper 
man, just as the manufacturer asks 
for prices on raw materials. The 
solicitor is out to sell space, and 
the most of them are glad when the 
space pays a profit. He can often 
give the advertiser information 
that will do good. It pays to be a 
good listener to a solicitor, but 
there should be a plan behind every 
advertising campaign, and the mer- 
chant should decide, after a care- 
ful study of the needs of his busi- 
ness. 

There are a good many ads in 
every paper that pay, and a good 
many that don’t. The sharp soli- 
citor will tell you about the ones 
that pay and get you to sign a 
contract. You may think that be- 
cause you have signed a contract 
you are going to advertise; that 
because the other fellow bought 
space, advertised, and made it _pay 
you will do the same thing. You 
are mistaken. Buying space is not 
advertising. 

The newspaper is the best and 
most economical medium for local 
advertising. It has a regularity of 
issue, and the good advertising is 
read as carefully as the news mat- 
ter. There are peculiar conditions 
which may warrant the use of 
‘other mediums, but as a rule news- 
paper space is the most desirable. 
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Some of the most frequent grafts 
are herein mentioned. The church 
or society is going to “get up” a 
concert. All nice people; but when 
they solicit ads for their pro- 
gramme, they are just plain graft- 
ers. The space is not worth the 
cost of setting the type. The Y. M. 
C. A. are going to give a series of 
entertainments and have a bulletin 
—ads and programme. They pre- 
tend to sell you advertising. They 
are getting money under false pre- 
tenses. 

A new and rather ingenious 
hold-up game is put out under the 
auspices of a bank. Some fellow 
gets the bank to give him a letter 
authorizing the publication of a 
book telling about the bank, how 
to draw checks and a lot of other 
stuff that every schoolboy should 
know. This man takes the letter 
around to the merchants and they 
fall over each other trying to get 
space in the bank’s book; think it 
will make them solid with the bank, 
etc. The bank gets a lot of books 
for nothing, which are stacked up 
in the back room, and the smart 
man gets a few hundred of the 
easy dollars from merchants who 
don’t know advertising when they 
see it. The bank ought to be 
ashamed to lend its name to such 
a skin game. 

Some newspapers lend them- 
selves to this kind of business. A 
special edition man comes to town 
and pays the newspaper man a per- 
centage of the plunder he “holds 
up” the townspeople for. It is hard 
to understand why the newspaper 
should be willing to sell out so 
cheap. They aa the money, sup- 
posedly. 

“Write-ups” or “taffy” is not ad- 
vertising. The vanity of the aver- 
age man is great. It tickles him 
most to death to see his picture 
and a lot of “stuff” about how 
nice a man he is, and how he was 
once a little boy and now he is a 
great merchant, The sucker adver- 
tiser (?) pays good money for the 
rot and charges it to advertising. 

The square business statements 
of a good business man have 
weight. The gush don’t interest 
any one except the gushee. 

It is pitiable, but true, that so 
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much of this kind of effort goes 
around masquerading as adver- 
tising. 

Don’t do it. Your self-respect 
is worth a good deal more to you 
than the possible good that such 
methods accomplish. 





Joun G. FLoyp, of the Com- 
mercial and Financial Chronicle, 
New York, died at his home in 
Manhattan November 27. He was 
sixty-three years old, and had been 
publisher of this weekly for thirty 
years. 





Lecs may now be straightened 
by mail if not too badly warped. 
Henderson & Henderson, Buffalo, 
advertise a device known as the 
Pneumatic Cushion-Rubber Form, 
which does the business instantly 
and defies detection. 





A MAILING card from the Daily 
Republican, Painesville, O., bears 
statements regarding that paper’s 
circulation and prestige in its own 
territory. The Republican issues 
a weekly edition, and both daily 
and weekly are eligible to the Roll 
of Honor. 


Cuartes McCormicx, M. D.,, 
editor and proprietor of the Oph- 
thalmologist, a medical monthly 
published at Chicago, asserts that 
he has more readers to the sub- 
scriber than any other paper in the 
world—and he “don’t give a damn 
for advertising.” 


Lyon & Hearty, the Chicago 
music house, make a practice of 
—s a Christmas annual 
lied with miscellany and season- 
able offerings in the musical way. 
The issue this year contained a 
story by William Webster, and 
two pieces of new music—a two- 
step and a lullaby. 


A prize of $100 is offered by the 
makers of the Densmore Type- 
writer for the design that will best 
typify the machine as the official 
typewriter of the St. Louis Exposi- 
tion. Designs are to be drawn for 
half page in the magazines and sent 
to the Densmore Typewriter Co., 
309 Broadway, New York. The 
award will be made February 1. 
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Mr. W. C. Sruart, of the firm 
of Leith & Stuart, special news- 
paper representatives, 150 Nassau 
street, New York City, writes to 
the Little Schoohmaster : 

“As special representatives we inter- 
view most general advertisers throughout 
the country, and it may interest you to 
know that frequent reference is made by 
agents and advertisers to our pers 
being on the Roll of Honor in INT- 
ers’ Ink, and we believe this depart- 
ment is attracting more favorable atten- 
tion than any other feature you have 
recently incorporated in your paper.” 

ee a a nae re 


THe Cavalier is a bright new 
weekly journal, published at Rich- 
mond, Va., by J. G. A. Montague 
& Co., and devoted to “the things 
that interest Virginia gentlemen 
and their families in town and 
country.” It treats of society, 
literary matters, sports and politi- 
cal events, with a decided appeal to 
Southern views and tastes. The 
publishers assert that the weekly 
circulation is now 3,000, of which 


about 625 is paid. 


More than ten months ago, 
James Gordon Bennett, in Paris, 
instructed his managers in New 
York that the Christmas issue of 
the New York Herald for 1903 
must exceed, in beauty and perfec- 
tion of printing, anything that has 
ever appeared in America in the 
way of a newspaper. The Christ- 
mas issue of the Herald is out and 
Mr. Bennett has come over to look 
at it. If he is not satisfied, the 
boys at the Herald office will be 
sure to know it. 








WHEN advertising fails to sell 
goods it will often be found lack- 
ing in definite offerings of things 
for sale. A newsboy on an Erie 
trsin went through two Pullmans 
one day not long ago offering “All 
the latest novels of the day!” “All 
the New York sensations!” “All 
the latest fiction!” This aroused 
no interest. But when he came 
through again calling the titles of 
individual books passengers here 
and there said, “What, have you 
got that? Give me a copy!” The 
ad that definitely describes two or 
three commodities, giving prices, 
is better than one occupying ten 
times as much space but exploiting 
the store vaguely as an institution. 
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“Eat, drink and be merry” is the 
quotation used as a catch phrase 
to one of Doctor Munyon’s news- 
paper ads. The rest of it is rather 
foreboding in connection with med- 
icine. 





THE perennial sweet smile of 
Mr. William C.. Stuart, of the 
‘Leith & Stuart Special Agency, 150 
Nassau street, New York, is well 
known among the fraternity. But 
the smile of supreme happiness 
which a pupil of Printers’ INK 
noticed on Mr. Stuart’s’ counte- 
nance on Sunday evening, Decem- 
ber 6, at the Grand Central Sta- 
tion, just before his departure for 
New England, was commensurate 
with the pleasure he enjoyed in the 
company of his charming com- 
panion. 

THE eighth edition of the New 
York. Times’s annual Financial Re- 
view will be issued January 3. It 
will contain a complete. statistical 
review of the world’s financial 
transactions for 1903,. tables show- 
ing fluctuations of securities and 
commodities, a survey of financial 
conditions, articles by specialists, 
interviews with men prominent in 
finance and commerce, and matter 
of the sort that has a!ways distin- 
guished this notable production. 
Advertising is restricted to finan- 
cial, insurance and transportation 
companies. 


WHOLESALERS, manu- 
facturers and jobbers who 
make it a practice to assist 
their agents and retailers 
with advertising matter 
ought to have these peo- 
ple read Printers’ INk. 
Any firm who wants ten 
or more yearly subscrip- 
tions for that purpose will 
be charged two dollars for 
each subscription — but 
the money must come 
with the order and on or 
before December 31, 1903. 
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Tue Advertising Men’s Club of 
Kansas City has begun its third 
season with monthly smokers at 
the Coates House, that city. 

‘“*SALZBURG Coal Makes Warm 
Friends’’ is the excellent catchline of 
the Salzburg Coal Company, Bay City, 
Mich. The Barta Press, Boston, calls 
attention to the fact that ‘‘ If there’s 
life in printing there’s hope. for the 
advertiser,’’ 





SPACE is now recognized as an 
all-important factor in the best ad- 
vertising successes. From the 
standpoint of experience I say that 
big space is the cheapest. It insures 
attention —Thomas Balmer. 





“PRINTERS’ INK is a publication 
that exploits the value of adver- 
tising wisely and widely. Adver- 
tisers are a group of business men 
each one of whom is his own editor 
and about one half of them are in- 
competent. Printers’ INK is a 
vade mecum for this class, and its 
unquestioned reliability, drawing 
upon the long and distinguished 
services to the business of publicity 
conducted by the Rowell firm, 
render it of the first value alike to 
newspaper publishers and their 
clients—Star of Hope, Sing Sing 
Prison, Nov. 28, 1903. 

o> 








THE LITTLE SCHOOLMASTER'’S 
: CARTOONS OF SPECIALS. 























Your advertising should ‘be con- 
tinued as long as you are in busi- 
ness. 


ae publisher of the Philadel- 

ia Record says this is the only 
Br adclghia daily that carries the 
advertising of all these department 
stores: John Wanamaker, Gimbel 
Brothers, Lit Brothers, Snellen- 
burg & Co., Strawbridge & Cloth- 
ier, Blum Brothers, Berg Bros, 
Jeseph G. Darlington. 


W. D. SHOWALTER, 150 Nassau 
street, New York, follows the 
unique business of furnishing 
ideas to newspapers. Mr. Showal- 
ter has had editorial experience on 
a half-dozen of the great metropoli- 
tan dailies, and now supplies to 
more than 100 newspapers through- 
out the country ideas for pushing 
circulation, assignments for city 
and Sunday editors, local “feature 
stories,” stimulating advertising 
and attracting classified ads. These 
ideas are sent out in sheets, like 
syndicate matter, and the papers 
pay for such as are usec. Only 
one paper in a community is ac- 
corded the service. 


THE Christmas issue of the New 
Vork American and Journal, Sunday, 
December-6,-had many good features. 
The song supplement was a little ditty 
written’ bythe Czar of Russia. Another 
supplement known as the ‘‘ Pictorial 
Bible"’ was -entirely given up to color 
reproductions of great Bible pictures. 
There were a children’s section, three 
magazine supplements, two editorial 
sections and three news sections, mak- 
ing altogether a paper of 108 pages. 
The amount of advertising carried was 
something prodigious, and every retail 
establishment in New York and Brook- 
lyn, practically, was represented ‘by 
large space—every store that advertis- 
es,.at any rate. In copies of the-pa- 
+i ithat go ‘to ‘Brooklyn and Long 

land ‘the American now includes a 
special Sunday .Brooklyn .section, de- 
voted .to -matters.of interest in that 
borough. 





GreEAT advertisement writers, like 
great authors, are great ‘because 
they are successful in producing 
mental images almost as vivid in 
some cases as the original sensa- 
tion —Thomas Balmer. 
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‘Four excellent books are distrib- 
uted by the advertising department 
of the Mutual os Insurance Com- 
pany, New Y One is “The 
Care of irralide® containing com- 
plete instructions for nurses .and 
many practical medical and sani- 
tary suggestions. “Emergencies” 
is a treatise on first aid in cases of 
trostbite, foreign bodies in eye, ear 
er nose, sunstroke and so forth, 
— there is a companion volume 

n “Accidents,” which deals with 
aoet aid in dog-bites, fractures, 
wounds, lightning stroke, drown- 
ing and the like. The fourth vol- 
ume deals with poisons and their 
entidotes, and describes a list of 
simple remedies that may be kept 
in the household. These books are 
substantially bound in _ flexible 
cloth, with rounded corners, and 
are adapted for the pocket or trav- 
eling bag. -Each -contains about 
fifty pages, and advertising phrases 
are confined to the lower margins 
and fly leaves. Large editions have 
been distributed to people who an- 
swered magazine advertisements. 








Tue Pen Prophet is a neat little 
monthly in the interest of the Wat- 
erman Ideal Fountain Pen, publish- 
ed by the L. E. Waterman Com- 
pany, New York. In the Novem- 
ber issue the firm offers fifty prizes 
for sketches, poems and _ stories 
about this well-known device, the 
competition being restricted to 
students in American schools and 
colleges. “As literary material the 
Waterman Ideal is full of sug- 
gestions,” says the announcement: 
7 great sermons, poems and 
novels of the coming year—at least 
very many of them—are lying at 
this moment in the barrels of Wat- 
erman Ideal Pens. The scientist’s 
notes of his great discovery, the 
philanthropist’s signature to a 
check for millions, the record of a 
statesman’s weighty decision—all 
these are in the little rubber cylin- 
ders, waiting to be given form by 
their own, 's. Write out some of 
these pen fancies as they occur ‘to 
you. Each of the best fifty sub- 
mitted in accordance with the con- 
ditions of the competition will win 
a prize of a Waterman Ideal Foun- 
tain pen.” 
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Tue Hartford Courant recently 
celebrated its 140th birthday, and 
claims that no other newspaper in 
the United States has been pub- 
lished so long in one place and 
under its original name. 





WHILE a good many thousands 
of dollars are being gathered to- 
gether in various places for muni- 
cipal advertising, not much of this 
publicity appears in general publi- 
cations, the preference apparently 
being for booklets, free newspaper 
notices, exhibitions of products and 
like mediums. How the thing 
should be done is exemplified in 
the advertising of the Atlanta 
Chamber of Commerce, now run- 
ning in magazines and Northern 
newspapers. Some of the besi ads 
have appeared in the Saturday 
Evening Post. 





THE general articles on adver- 
tising so familiar in the year books 
of London advertising agencies are 
absent from “Practical. Adver- 
tising,” the 1903-04 annual of 
Mather & Crowther, New Bridge 
street, Ludgate Circus, and the 
volume is improved in other re- 
spects. It contains lists of London 
dailies, weeklies and suburban pa- 
pers, English, Welsh, Scotch, Irish 
and other provinci | papers, maga- 
zines, class and trade journals, an- 
nuals, quarterlies, colonial papers, 
and a list of railroad time tables 
throughout the British Isles, which 
are sold to the public with a few 
exceptions. Mather & Crowther 
conduct an extensive business in all 
sorts of advertising, placing not 
only in British newspapers, but in 
all the English colonies, and hand- 
ling outdoor publicity and mailing 
literature. This annual contains 
posters reproduced in color, with 
fine specimens of newspaper de- 
signs made for general commodi- 
ties. The directory portion of the 
book gives the names of all Brit- 
ish and colonial papers, with name 
of publisher, address, frequency of 
issue, price, age, size of page, ad- 
vertising rate and—when stated by 
the publisher—the circulation. The 
volume has 700 pages and is stout- 
ly bound and fitted ,with excellent 
marginal indices. 
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classics 
special bindings are listed in a 


STANDARD English 


booklet sent out by Frederick 
Loeser & Co., Brooklyn. The of- 
ferings are suitable for gifts, and 
a tasteful foreword by Charles F. 
Higham is well calculated to ap- 
peal to the love of literature among 
people who would naturally be in- 
terested in this department of the 
Loeser store. Printing and bind- 
ing of the pamphlet are distinctive. 


Neary four million coupons for 
the Christmas Collier’s were print- 
ed in the December magazines, and 
the advertising done for that issue 
was the most extensive campaign 
ever undertaken for a single issue 
of a periodical, according to Conde 
Nast. They are followed by three 
coupons which procure the re- 
maining issues of the magazine for 
December at half price. It is stated 
by the publisher that 1,000,000 
copies of the Christmas issue were 
printed, which is unquestionably 
“record” circulation for a weekly 
publication. Forty-eight hours af- 
ter the advertising world was told 
about this large edition, the adver- 
tising space in the number was en- 
tirely sold—twenty-two and a half 
pages. 





A NEW AND PROBABLY SUCCESSFUL MAIL 
ORDER IDEA. 
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ACCORDING to published statements, 
the Minneapolis 7vidune carried 1,622 
columns of advertising in its regular 
editions during November, which was 
more than the record for any month in 
its history. The average circulation 
of the Tribune for the month was 
77,404 copies daily, also ‘‘record” 
and a gain of 8,418 copies over the 
same month last year. 





Tue News and Press, St. Joseph, 
Mo., publishes an interesting book- 
let in which are ranged the figures 
of its circulation in territory 
throughout Missouri, Kansas, 
Iowa and Nebraska, given by 
towns and based on one day’s mail- 
ing. The News Gnd Press is the 
result of the recent newspaper con- 
solidation in that city. 


R. F. Markuam, of the Rand 
Daily Mail, Johannesburg, South 
Africa, has followed the Little 
Schoolmaster’s articles on financial 
advertising with interest and be- 
lieves the principles so successfully 
used in the United States can be 
applied to banks in his own corner 
of the world. Johannesburg has a 
population of 150,000, with twelve 
banks. Few of these have savings 
departments, however, and _ the 
bankers laugh at the notion of ad- 
vertising, saying that they do not 
want deposits. It is evident that 
they are in business for some pur- 
pose, though, and are seeking 
something of their public. Mr. 
Markham proposes to learn their 
objections to advertising and then 
meet them with a definite plan of 
campaign based upon the methods 
followed by American banks. The 
Rand Daily Mail is a morning 
paper selling at three pence, and is 
said to be thoroughly up to date. 
It claims the largest circulation in 
the Transvaal. Sohaunecber has 
two other dailies—the Leader, a 
morning journal which is the gov- 
ernment organ, and the Star, an 
evening journal with an illustrated 
weekly issue. Johannesburg is the 
“most English” town in South Af- 
rica, as well as the commercial 
center. It has an area of seven 
square miles, and the celebrated 
mines of the Rand will ere long 
produce $125,000,000 in gold per 
annum. 
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THe Paul E. Derrick Adver- 
tising Agency, New York, does an 
extensive business in Great Britain, 
placing through its London office 
the British advertising of Gold 
Dust, Quaker Oats, Armour’s Ex- 
tract of Beef, Regal Shoes, Rem- 
ington Typewriters, Fairbank’s 
Tar Soap, W. B. Corsets, Iron-Ox 
Tablets, National Carpet Sweepers 
and the Tabard Inn Library. Sey- 
mour Eaton, of the last named in- 
stitution, introduced the Tabard 
Inn idea into England this sum- 
mer, using newspaper space to set 
forth his proposition. His first 
experiment was with the London 
Daily Mail, and Saturday was 
selected as the day for the initial 
ad. English advertising men said 
it was a poor day, as everybody 
leaves London to remain over Sun- 
day. Yet by four o'clock that very 
same Saturday more than 400 re- 
plies had been received to the ad, 
and there were 2,000 letters in the 
first mail Monday morning. This 
one ad brought in more than $5,700 
in cash, clearly showing that Eng- 
land is as good a field as any for 
readable advertising backed by an 
attractive proposition. The story 
is told in a booklet from the Der- 
rick agency, “How a Yankee Sprat 
Caught a British Mackerel,” and 
the American advertiser is assured 
that the British public wants his 
product, if it is good. He has 
been trained to believe in Yankee 
notions, and doesn’t care a rap 
about the commodity being “for- 
eign made” if it suits better than the 
home product. He is responsive to 
intelligent advertising. The Der- 
rick agency also places in France, 
Germany, Spain, Austria, Italy, 
Holland, Argentina, Uruguay, Au- 
stralia and South Africa, 


Two weeks from to-day 
the special offer—Print- 
ERS’ INK for THREE DOL- 
LARS cash for a whole year 
—expires, 
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ADVERTISERS need to be reminded 
as much as to be informed. 


InN a crisp , booklet entitled “The 
New Way” the C. E. Ellis Com- 
pany, New York, treats of the mail 
order trade, giving statistics of its 
growth and contrasting the mail 
order journals with all other medi- 
ums. The writer of this brochure 
contends that mail order papers 
alone reach any considerable num- 
ber of country dweilers. “Not 
more than one country family in 
eight reads a daily paper,” he con- 
tends. “They haven’t time. Their 
reading must be a minute now and 
a minute again—a whole week to 
read a single paper through. Over 
half the people never see a daily 
paper. Nor do so very many of 
them read the ten-cent magazines. 
Farm papers are read by the men, 
whereas women do over 80 per 
cent of all the buying. How, then, 
is this vast army of prosperous, 
thrifty, well-to-do people, people 
who must buy by mail or go with- 
cut, to be reached? Through their 
own, particular, favorite journals, 
the great monthlies, the mail-order 
papers. And they cannot be reach- 
ed in any other way. It would be 
just as reasonable to use the Chi- 
cago dailies to cover Boston as to 
expect the country trade by adver- 
tising in daily papers. Mail-order 
advertisers have tried and failed.” 
While this argument will be as- 
sailed by almost every person in- 
terested in other classes of medi- 
ums, é¢ither as publisher or adver- 
tiser, there is much reason in it. 
Every form of medim, from the 
daily paper to the fifty-cent month- 
ly review, has a certain percentage 
of country circulation, but the mail 
order journal alone covers the na- 
tion like a .blanket, and for the 
proposition that‘is suited to its ad- 
vertising columns no other medi- 
um can be substituted. The Ellis 
list consists of the Paragon 
Monthly, Metropolitan and Rural 
Home, Gentlewoman, Home 
Monthly and Park’s Floral Maga- 
zine, and it is said by the publish- 
ers that each copy is mailed to a 
man or woman who has at some 
time within a year answered a mail 
order advertisement and sent 
money with the letter. 
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Unover the caption “No Race 
Suicide in the Butterick Trio 
Host” Mr. Thomas. Balmer writes 
the following interesting summary 
in the Woman’s Herald for Men, 
a recently born Printers’ INK 
baby: 

To get one’s business announcement 
into the family, everyone concedes is 
the object of advertising. How large or 
how small the size of the various fam- 
ilies reached is a matter of great mo- 
ment, because it costs the same space or 
money to reach a family of two as a 
family of ten, while the results achieved 
should, in the very nature of things, be 
five times as large in the larger families. 
To illustrate the proposition a little more 
specifically, the family of two would 
have no interest in baby carriages, in 
baby’s foods, or other articles that are 
useful when there is a “little fair 
the home;” nor would there be fine An 
or interesting maidens to interest in the 
prevailing dress, foods, books or art. 

he cost, however, would be as much 
for reaching those two-person homes as 
for tae ten-person homes. 

FROM A PRACTICAL STANDPOINT. 

The advertising department of the 
Butterick Trio has been studying this 
question for a long time, and has become 
convinced that there is no evidence of 
race suicide among its clientage—that no 
other publication in the country reaches 
more home people—the fathers and 
motuers of America. This may sound 
rather egotistical at first, but we make 
no statement for which we do not 
possess proof from the experience of 
advertisers in our own and other maga- 
zines of national circulation. Advertisers 
have written us in this regard and have 
reiterated our own view on the topic, 
which we were not desirous of making 
tco public until convincing evidence was 
obtained. 

- FOR INFANT FOODS. 

For instance, the Delineator is regard- 
ed as one of the best advertising medi- 
ums for infants’ foods, which indicates 
that in its circulation it must have at 
least as many babies as any publication. 
But it possesses even more value than 
many such publications, as the experi- 
ence of one infants’ foods advertiser has 
demonstrated; he asserts in a letter writ- 
ten in 1903: “Tt has brought results be- 
yond our wildest expectations, and we 
shall increase space with you as much as 
possible, for we are thoroughly con- 
vinced that there is no other ) Bava 
that will bring us quite as good results. 
Our salesmen report to us that the De- 
lineator is better known among the 
trade than any other journal, and the 
fact that we carry an advertisement in it 
each month has | of great assistance 
to them.” Only one conclusion can be 
reached after reading this letter; that 
no magazine can excel it in the abilit 
to reach the homes of America which 
contain the infant hopes of the nation 
for the bringing up of the future men 
and women, that has recently been the 
object of so much solicitude in the press 
of this country. 

FOR INFANTS SHIRTS. 
The Butterick Trio stands at the head 
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of the list of the largest advertiser of 
this line of goods in America. He says, 
“We find the Delineator ranks as high 
as the best. In fact, it is one of our 
best mediums for advertising. Having 
used it for nearly four years, we are in 
a position to judge of Its value as an 
advertising medium. The pulling power 
has increased with every season, and we 
would not do without it. We think so 
wel of it we shall use full pages for 
months from September on. This adver- 
tiser uses a very limited list. He finds 
comparatively few magazines that evi- 
dence the quality of reaching families 
with infants, who alone could be inter- 
ested in his goods. I think you must 
agree with me that this endorsement is 
another evidence of the truth of the 
headline of this article. 
FOR CHILDREN’S WAISTS. 

These are advertised very largely by 
a leading manufacturer of that line, and 
he writes of the Delineator as follows: 
“We nave found it (the Delineator) an 
exceptionally good medium for adver- 
tising our stock. The answers received 
from the Delineator make the best show- 
ing of any of the publications used by 
us. The average cost of the inquiries 
from all the other publications was 50 
per cent more than the cost of the in- 
quiries from the Delineator. This result 
should be all the more gratifying to you 
inasmuch as no publication showed a 
higher class of inquiries than resulted 
from the Delineator.” There cannot be 
any stronger evidence than this that the 
families in which the Delineator cir- 
culates have, to say the least of it, a 
larger number of young children, boys 
and girls, that should, and do, wear 
waists, than any other publication in the 
world can insure to any advertiser. 

FOR INFANTS’ FLANNELS. 

During the time that the advertiser, 
whom I quote, was using space in the 
Delineator “the requests from the De- 
lineator were 19 per cent more and cost 
22 per cent less than from the next best 
publication” that they used. ‘From this 
you will see that the Delineator is our 
best proposition, and the requests com- 
ing in are showing better every day. 
We are more and more convinced that 
we can’t do business with people who 
don’t want real fine goods,” from which 
it is apparent that the volume of the cir- 
culation of the Delineator is equal in 
character to that of any other woman’s 
publication, in its ability to sell real fine 
goods for the infants’ wear in the homes 
into which it enters. I think you will 
agree with me that this also is an addi- 
tional evidence of the truth of the head- 
line of this article. 

A BREAKFAST FOOD TRUTH. 

A well-known breakfast food adver- 
tiser, whose entire success is due to ad- 
vertising in magazines, on a test adver- 
tisement that would interest chidren 
most, writes: “We have received more 
requests through our advertisement in 
the Delineator, which proves conclusively 
that the Delineator has the largest home 
circulation to reach the families we most 
desire to reach.” This evidence proves 
conclusively that more families of our 
circulation must have a child than per- 
haps in any other magazine of large 
circulation. Such being the case, there 
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must also be more children in the fam- 
ilies and most likely more servants to 
take care of them; it is evident, then, 
that when you get into such a family 
with your goods, while you only have 
one family on your order book as against 
one family from another magazine on 
your order book, you are nevertheless 
securing a volume of consumption of 
your goods that must be at the highest 
water mark of possipie consumption in 
tue average American family. No one 
that I know of has ever before drawn 
attention of advertisers to the fact of 
relative value of volume of family con- 
sumption. If you are working for pub- 
licity in direct orders and offering an 
articie of universal consumption, such 
as a breakfast food, laundry soap, starch, 
washing powder, :ye, Trax, or any- 
thing that it is simply a question of get- 
ting the people to use instead of some 
others that are not advertised or only 
badly advertised, the announcement in 
the Delineator brings more returns, be- 
cause the woman to whom it appeals 
either buys twice as much or twice as 
often as the woman with half the <p d 
to provide for, answering the same ad- 
vertisement in another publication. 

FURTHER MORAL FROM THE SAME INCI- 

DENT. 

It is clear that no preakfast food is so 
high-priced that it cannot be used in 
every one of the homes of the Butterick 
Trio, and it is a very important thing to 
the advertiser that when it is advertised, 
the consumption should be double what 
it would be from the advertising in an- 
other publication. 

Here, then, we exemplify to the high- 
est degree the value of space in the right 
advertising media and the warrant for 
advertising an article of recurrent de- 
mand where the profit is small, for if you 
have to depezd upon the recurrent de- 
mand to make the advertising profitable 
and a success, it is certain that the 
larger the recurrent demand or the 
more frequent, the more profitable it 
will be. Nobody counts on recurrent 
demand for the purchase of an automo- 
bile or a piano or even a watch, for 
these things you buy for a lifetime as a 
rule. It is manifest, therefore, that large 
eo can be profitably used for any- 
thing of universal recurrent consump- 
tion unless the price interferes with its 
purchase by the middle classes; there is 
only one thing possible to be considered 
as the best means of this promotion, 
and that is space publicity of sufficient 
volume and reputation to insure its being 
constantly seen. 





Ripton’s Representative, the 
bright little periodical of the Frank 
Ridlon Co., Boston, has proved so 
effective in promoting trade in elec- 
trical supplies the past year, that 
the company now publishes two 
entirely separate editions, one go- 
ing to street railroad managers and 
the other to lighting companies and 
manufacturers. The editorial de- 
tails are in the hands of Calkins & 
Holden, New York. 
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THE pictures of women have 
long been recognized by advertisers 
as a strong attraction to advertising 
text. Pictures of that kind have 
been and are utilized with more 
or less good taste. The one repro- 
duced on the opposite page is used 
by the Antikamnia Chemical Com- 
pany of St. Louis, and is so ap- 
propriate and chaste that the Little 
Schoolmaster felt like preserving it 
in its pages. It helps to promote a 
remedy to relieve pain and suffer- 
ing. It is labeled Faith, and no 
cultured person can be untouched 
by the abiding expression of fait 
which so wonderfully appeals from 
the countenance of this Red Cross 
nurse. To emphasize this point 
the Little Schoolmaster put a drap- 
ery over the corner in which an 
Antikamnia tablet had originally 
a place. 





CoMMENCING with December 6th 
the Elizabeth, N. J., Evening 
Times issues a Sunday edition to 
be known as the Sunday Times. 


THE NATIONAL ADVERTISING 
CLUB. 


S. Stein & Co., 
Fifth Avenue and Eighteenth Street. 
New York, Dec. 5, 1903. 
Mr. M. Lee Starke, Tribune Building. 

Dear Sir—I note with interest the ar- 
ticle in the current issue of Printers’ 
Inx with reference to a national adver- 
tising club. I myself have been look- 
ing or some time for an organization in 
which all advertising men were inter- 
ested and which would be of much bene- 
fit. Working aiong the lines which Mr. 
Olmsted suggests, it seems to me that 
to bring this matter out of the clouds it 
might be well to form in each city which 
is a natural center of advertisers, such 
as Boston, New York, Philadelphia, Buf- 
falo, Chicago, etc., an association purely 
local in character, and from these loca 
organizations build up a national or- 
ganization which would embrace the en- 
tire fale the 

While the suggestion that Mr. Olm- 
sted makes relates, I presume, primari- 
ly to advertisers who sd ee in news- 
papers or magazines, wou suggest 
that the scheme should also include the 
advertising man of those firms that ap- 
peal directly to the first consumers of 
their goods. 

You will find, I believe, that there are 
nearly as many men engaged in this sort 
of advertising as there are in the adver- 
tising schemes which embrace newspaper 
and magazine work. 

You may count on me for any assist- 
ance necessary to bring this matter to 
tock bottom basis. 

Very truly yours, 
Grrarp 


Advertising Manager. 


PRINTERS’ INK. 





A KINDLY MAIDEN. 


PRINTERS’ INK knows a young 
lady whose father has an Adiron- 
dack camp and whose mother prac- 
tices those lessons in poultry cul- 
ture handed down from genera- 
tions of New England ancestors. 
Last summer there was hatched 
out, at Forest Home, one of the 
finest broods of domestic duck- 
lings one could wish to see, and 
long before they were old enough 
for such excursions they sailed 
away, one day, over the face of 





h Lake Chateaugay and, favored by 


a wind from down the lake, finally 
brought up in one of the bunches 
of rushes, sedge and pond weeds 
which flourish in the neighborhood 
of the inlet, two miles at least from 
home, and here they remained over 
night in a state of discomfort that 
promised ill for future generations 
from that flock. Fortunately, how- 
ever, the experienced guide, who 
is a sort of good genie for that 
particular camp, discovered the 
truants next morning and tookthem 
home, but in a most miserable, be- 
draggled condition, which appealed 
to the sympathies of the girl, and 
she set about to see what could be 
done for their comfort. Their legs 
were awry, their feathers bedrag- 
gled, they were stiff and chiliy, 
and would flop over if they tried to 
stand. Their benefactress, remem- 
bering certain advertisements and 
the marvelous benefits conferred 
by ministrations of Omega Oil, 
and knowing that Uncle Nat had 
part of a bottle in his camp, laid 
hands on it, and one by one she 


1 anointed the legs of those duck- 


Ings, rubbed the oil along the 
spines of those that appcared likely 
te become humpbacked, and with it 
smoothed down the feathers of all, 
one by one, and packed them away 
in some pasteboard boxes that were 
at hand, each in a wrapper of cot- 
ton batting, and next day seven of 
the nine came out almost as d 
as new: all of which goes to show 
that there is virtue in Omega Oil 
as well as in girls—and adver- 
tising. 

—— -eo—__—_ 

_It is well enough to leave “po- 
sition” alone, if you have to pay 
extra for it. 














4 
Zz 
— 
n 
a 
a 
& 
5 
x“ 
a 











36 
ADVERTISING SHERWIN-WILL- 
IAMS’ PAINT. 

CLEVELAND, O., Nov. 26, 1903. 
Editor of Printers’ Ink: 

At a recent banquet of his Cleveland 
employees, H. A. Sherwin, the moving 
spirit and founder of the Sherwin- 

illiams Company, o1 Cleveland, refer- 
ring to the success. of the company, 
stated that “Good goods and good adver- 
tising stand side by side; neither could 
have won ‘without the help of the other.” 

A company that is the largest producer 
of paint in the world, that does not use 
the general advertising mediums, and 
that attributes a great- measure of - its 
success to advertising, is indeed. an in- 
teresting problem. 

At first this:company was ‘one of. the 
smallest in the country, in'1866.- Mr. 
Sherwin from the first ‘anticipated a large 
company: and -réalized» that to accomplish 
this result‘ advertising must- be an im- 
portant “factor, -réquiring a complete ad- 
vertising department. - He also appreciat- 
ed the’yalue*of: good printing and soon 
learned that* it- would: be necessary to 
have a* plant* of: his own.: In’ 1875 a 
plant was*installed,:and the major part 
of the effort was‘directed to the dealers 
and large consumers of paint.- Prepared 
ready-to-use’ paint was a development 
that called for education* to’ the con- 
sumer, whose paint knowledge was limit- 
ed to lead and oil or color ground in oil. 
The trouble with the prepared paint pro- 
position® was that there was ne way to 
prove its goodness except by actual use, 
and as all paint looked alike in’the can, 
considerable work had to be done,: not 
only to induce the use of prepared paint, 
but to impress the consumer with the 
quality of their goods—the brand and 
its excellence. This brought the work 
directly up to the consumer. It seems 
to have been the distinguishing feature 
of this advertising that they have been 
fortunate in selecting methods that would 
get ‘“‘next” to the right people. General 
publicity has been used to some extent— 
dead walls and some similar features— 
but the larger proportion is direct effort. 
r. Sherwin. was the pioneer in 


this kind of work, and as this policy has: 


been continued to the present time, the 
work has always been kept in advance of 
competition. Testing different methods 
and “holding fast to that which is good” 
has been the maxim. They have accum- 
wiated a degree of experience that as live 
assets "might not cc .nt for much, but the 
value to the company is beyond ready 
calculation. 

The thing that impressed me about 
their ‘work was not:their four cylinder 
presses, tén' job presses, four immense 
floors ‘devoted to their publicity depart- 
ment, and 68 office people employed in 
the department at’ Cleveland and branch- 
es, but’ that’ they have a’ thorough sys- 
tem for doing things; that they go about 
their advertising in a businesslike man- 
ner; make it a part of their entire work, 
not a side issue. Some of their adver- 
tising*is very good; some only ordinary, 
but’ each one means something. It has 
a purpose to fulfill and a reason back of 
its creation. They don’t think they are 
advertising just becaise they are putting 
out tons of printed matter annually, but 
because they are doing a given thing that 
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experience has proven is profitable, and. 
they are doing each piece as well as they. 
know how. } 

_I was not privileged to learn the in- 
side of their methods, except in a general 
way. The lesson ‘that I learned was that 
each concern must depend upon its own 
experience and have ‘the facilities for 
carrying forward the work; that it pays 
to spend advertising money when t 
appropriation is directed by experience: 
and ability. 

Mr. Harry Dwight Smith is manager 
of-the department of publicity.. Until: 
recently ‘the advertising work had been 
under two heads: Mr. George W. Ford, 
a gentleman -of scholarly attainments, a 
thoroughly practical, intelligent and pro- 
gressive gentleman,. being at the head of 
one branch of the ‘work, and Mr. Smith 
at the head of the other.. On the resig- 
nation of Mr. Ford a few months ago 
the two branches of the work were con- 
solidated- and put- ins charge’ of Mr. 
Smith. ’ 

Mr. -Smith’s work consists of the gen- 
eral supervision: of all. the company’s 
printing and advertising, and the carry- 
ing forward and perfecting of the settled. 
advertising policy.. He is responsible for 
the entire advertising expenditure and 
keeps closely in touch ‘with the sjtuation 
throughout all. the company’s’ branches 
by means of a-thoréugh' system of re- 
ports in addition: to- frequent -trips to the 
offices. 

Mr. Walter H. Cottingham, vice-presi- 
dent and general manager’ of the com- 
pany, is a strong advocate ‘of good, pro- 
gressive advertising.. He has a wide ex- 
perience in the advertising of the paint 
business, both in this country and Can- 
ada, and is well fitted; as the executive 
head of the company, to maintain the ad- 
vertising policy as laid down by Mr. 
Sherwin. 

new six-story” building has* been 
erected for this department. 

Two monthly publications, well printed 
and ‘carefully edited, are issued-by the 
company; one’ for the trade, and the 
other published -in the'interest of “The 
Sherwin-Williams Loyal Staff.” 

Each of the seven pS throughout 
the country is supplied with advertising 
matter from this department, and a spe- 
cial force is employed in each to direct 
its distribution and make suggestions on 
local requirements. 

The best proof of the value of all this 
effort lies in the fact that this company 
has steadily advanced from one of the 
smallest to the largest paint manufac- 
turers in the world. 

Yours truly, Sern Brown. 

——__++ 

From Alfred Bartlett, Cornhill, Bos- 
ton, comes an almanac for the new year 
modeled on those of a century ago, with 
a handsome wall calendar on: parchment, 
each leaf of which bears a passage from 
the writings of Robert Louis Stevenson. 

As an example of typography and 
9 the Meyer-Rotier Printing Co., 

ilwaukee, is., submits cover and 





-specimen pages of a catalogue for. the 


Hann-Wangerin-Weickhardt Co.,_ that 
city, makers of pipe organs and church 
furniture. These are handsomely exe- 
cuted and in fine taste. 
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Mr. Dixey is considered as one of the best advertisement 
writers in this country. He conducts, himself, a mail course 
in advertising, which for thoroughness and practical value 
is probably the best course yet offered by any ad school. 
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NOTES. 


Tue latest anestogee of the U. S. 
Hame Company, Buffalo, is a sensibly ar- 
ranged, informing booklet of twenty- 
four pages. 


A TRADE journal insert from the print- 








ing department of the Evenin Wiscon- 
sin, Milwaukee, shows the plant’s ca- 
pacity for tasteful job work. 


“PROCRASTINATION” is a fetching sort 
of booklet from the Grain Dealers’ 
Journal, Chicago, designed for the pur- 
pose of fetching in subscriptions. 


A BUSINESS-LIKE booklet from the 
Post & Lester Co., Hartford, Conn., 
catalogues ‘“Voiler” horns and _ other 
tooters for bicyclists and automobilists. 


Tue Scientific American sends out a 
clever folder to which is tied a latch key, 
with argument headed “The key to the 
situation—key your advertisements in 
the Scientific American.” 


“Tue Green Cat” 1s a bright little 
yarn with an advertising moral, done 
into a booklet and sent out with return 
mailing cards and so forth by the 
Bates Advertising Co., New York. 


A TASTEFUL booklet from the Evening 
Telegram, Superior, Wis., shows views 
of that papér’s offices, editorial rooms 
and mechanical plant, and tells of its 
claims to the eontideration of advertisers. 


On special occasions such as Christ- 
mas and New Year, John W. Hohmann, 
wholesale liquor dealer, East Liverpool, 
Ohio, jogs the ——- memory with 
gontal card talks about good things to 


_ “Gornc After the Trade,” a recent 
interview with Edmund Bartlett, the 
New Yorkgadvertising specialist, publish- 
ec in Printers’ Inx, forms the basis of 
one of his own effective booklets dealing 
with the manufacturer’s problems. 


“Facts Worth Investigating” 











booklet offering stock’ in the Latoile ing 


Company, Hartford, Conn. This cor- 
poration has been exploiting “*Latoila.” 
a toilet preparation, with success the 
past year, it is said, aud now proposes to 
increase its advertising operations. 


Pennsylvania Grit, Williamsport, Pa., 
issues a city edition that circulates on 
Sundays see ake its home city and en- 
virons. alue as a medium to local 
advertisers is treated in a booklet entitled 
“A Business Stimulant.” The Grit Pub- 
lishing Co. is also sending out a large 
lithographed calendar for the new year 
bearing on its back interesting facts and 
figures about the presidential election. 


Largest Circulations. 


AN EXAMINATION OF " OF ROWELL'S 





AMER- 
ICAN NEWSP. DIRECTORY FOR 1903 
REVEALS THE FACTS 8! STATED BELOW. 
INDIANA. 
The Bulletin has a circulation rating 
than is accorded Cea ae 
NEW JERSEY. 


's Guide, Newmarket, i one of 
seven advertising publications that 


The 
the 
credit 5,000 copies. Semple free. 
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NORTH CAROLINA. 


an Charlotte News has the “highest 


anne epometicn vattas. in gure i he 
mo of the Ame 


zh ft in Pi Carol 


Advertising Agencies. 


There are hundreds of advertising agencies in 
this country. ee a valuable 
necessary services to ir cl 


wertisere f the fact wore per to man other ad 
vertisers were isten iy brought 
the ttenti the col the Little 


master. 

Printers’ Ink desires to start a classified di- 
ronere, listing as mony recognized agencies as 

see the wisdom o; acard in ti the repre. 

on advertioingfourma in the United States. 

fen cents per line net and 

are set in pearl. Seat al ols ceed le tha ten. 


CALIFORNIA. 
URTIS-NEWHALL CO., Los Angeles, Calif 
Cm Place advertising here—maga- ~~ 


anyw 
newspa| trade outdoor. Effect. 
esters Good copy. Pintormation about 


and Orient 











CALIFORNIA—PACIFIC COAST. 
Mow AND SWASEY, 107 New Mont- 
zation, 


— neuncy west 
SoOuicanosoce a as at anon ;emplo people; 
manage all or on vw hd 

a rag well aes 
a oe Can yi 


condi- 
tions, wecan = your cheat Sicuout waste, 


PENNSYLVANIA. 

MAN from another cy came into our 
list st of Philadelphia 1 ~ Se Sesciht ie 
awh what'll you place 30,000 lines in each of these 
a Want us to furnish the copy ?’”’ 


“Late see the copy !” 
“What's the copy got to do with it! It’s clean 
and desirable.” 


“Can’t give an estimate before seeing the 


ooWell, ou’re a queer —here it is.” And 
he spread a number of 
After them 


carefully, the on the desk, 

“Wouldn’t sa it at any ~ A a" 
“why not t-what's the matter Inatter with ou, any- 
how!’ af d 


“We don’t care to be associated with advertis- 


failures, and by a will not sell your 
- in this town. Besi: your list ed 
ht one for your, Sr proposition. 


vay, youve gota ta swelled 


head?! I’ve forgot 
ing than ze ever knew.” 
bounced 





dnd, gathering u the roots, be out of 
Fey) 4 + hornet 

But the advertising wee 2 OSs ure, and that 

man is now going aon nd telling ple tans 

Philadelphia the hardest adverti proposi- 
vowhy” —t be, “it makes no diff. how 

. no difference 
ae ‘ou spend in = ertising in that slow 


people won’t respond.” 
“iad they won’t—if the pe oy is not right. 





Adverti: pemmento ty a “pull” in New York, Bos 
b= or Chteago not infrequently fail in Phila- 
We have been do’ business in the Quaker 
cen of the Fetal Years, handle wore per 
retail iv that rough 

te pubitcty campaisn. sorerpeloce tains 
paign we mapped out failed to 


We poe been successful in the national 
since we araally suc rightly organised for 


We will tell Jou about the latter if you are in- 
THE H. I. EL TRBLAND APyeaTuInG AGENCY, 
925 Chestnut St., Philadelphia. 


One d tof “Adve ” 
jepartmen’ ‘Ad Trade 
tising, 


to the 
ue cards and folders mail adver- 
ts and ontelegwen ton ™ 











ee 





ILLINOIS. 
ANNING ADVERTISING COMPANY—Main of. 





a 






ba have ample capital to d th 
; who have Oo as 
Aint) who value service according te 
earning power. 
MASSACHUSETTS. 
MERICAN ADVERTISING rey . $e Doage 
8t., Paid up capital, . 
dition to U. 8. and places a RY 
fe English and Scotch papers. 
NEW JERSEY. 
T Newmarket, N. J STANLEY DAY, the Ad 
ver ore Fi stematically. 
rom 8 ° 
ln senting for an estimate inclose copy of 





and you to contract for. 
All orders sent and an- 
ered the day as received. 
NEW YORK. 


ILACE’S ADVERTISING BUREAU 
PLACES YOUR ADVERTISING 
IN BEST PLACES 
Established 30 years. 3 Broadway, New York. 
NoO8ts AMERICAN ADVERTISING CO.—Or- 
advertisers to give advertisers a 
deal. F. L. Perine, pres.; W. W. Seeley, 
; F. James Gibson, sec.; Baxter 
son, tees, 100 William St., New York. 


—_—_ —~—s 
Classified Advertisements. 
Advertisements under this head two lines or more 
without di. W, 0 centsaline. Must be 

ha: in one week in ad 
WANTS. 

will a our position cheap. 

W "JAS. &. HUGHES Publisher: Lexinweon, 
y- 

W printi hone. Write for samples and 
‘ specs JAB. E. HUGHES, Publisher, Lex- 
ington, . 


ATALOGUES and circulars printed in large 
quantities. JAMES E. HUGHES, Publisher, 
Lexington, Ky. 


ORE than 225,000 co of the morning edi- 
M* World are sold in Greater New 





tion of the 

every day. Beats any two other papers. 

E want representative in each la to 
W solicit ads for Mee ie loot — 

. THE RETAII. MERC! , Dallas, 

Tex. cea. 
EA eeores 06, XXX, $1.35, 1,000. Printed 

with name, ness and address. Cash to 
accompany order. JAS. E. HUGHES, Publisher, 
Lexington, Ky. 
Bztzet circulation man, wishing to make a 

deaifag Sinaneger OPO EXPERT 
cern . ’ 
care of Printers’ Ink. 


rtising man! I 
—— wane ot See Do age 
dress “J.” Printers’ Inks” sas 
a a gd SOLICITORS wanted. native, 
business getters. Good commission. 
Old reliable d . Address RETAIL 
DRUGGIST, Detroft, hich. 

AM the nator of “The Yankee of Golden 
I Character Boctety.* “The Cow That Gives Milk 
sell Ae I. R TOOKIE, 
+ my ina paper. . 





HE attention of ambitious it 
writers is directed to the offer in thie trea 
wherein five hundred and chet donee rs 
for the preparation of six advertisements. 
is f 
ort 
of rail- 
and 










take 
road or 
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= Fuarazs fuera MEN'S EXCHANGE. 
for Bookie 
ss, ae departments. Send eh 


RRACTICAL ad man, With successful 

a ee oye, Sxpert- 

wt uy — EA = fer 

concern—seeks for 

excellent reasons. Address, “PROFIT. RE- 
SULTS,” care Printers’ Ink. 


ent 

open for eogagemen assistant ; 

prepare, illustrate, print forceful, snappy, mod- 

ern letters, etc. Mail-order systems 
and carried out. I can save you 


ity. 

Not a fak scheme fe 
hext to nothing, but an honest effort on part 
oF an capertensed Joqrgaiins to cerve lis 
NATIONAL NEWSPAPER SYNDICATE, 39 Har- 
per Building, Washington, D. C. 

W 4Astep—a first-class man in growing adver- 
tising agency—one who is thoroughly competent 
to handle pond Must have best of ref- 
erence. Can address in the strictest confidence. 


“P. A. A.,” Printers’ Ink. 


bd - Zoone | MEN AND OmEe 
of ability who seek positions as adwriters 
and ad should use the classified col- 








num 500. The best adwriter 
in New York owes his success a few 
mon my teachings. Demand exceeds 


. GEORGE H. POWELL, 
Ad and 
82 Temple Gout hen Yor 
ARE YOU SATISFIED 


A win 
not, write xoarect office Tor booklet. We hans 
ngs secretaries, a: 


suite 1 8 Brondway 3 w ¥. 
; a5. way, New York. 


wre YOUR WIFE’S DIGESTION SEZEMS 
BEYOND REPAIR, 

and all medicines and treatments fail, get 

MAN-A-CEA, the Manganese Xatural Spring 

Water. It immediately restores the digestion to 

the Weak, Debilitated and Catarrhal, the Ex- 

hausted— Physical and Nervous—the same as any 


and grocers sell what is called for. Try it Just 
Once for One Time. Send for booklet. Drug- 
gists, Grocers or BEN. K. CURTIS, Gen’l 
Agent, 13 Stone Street, New York. 
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Wi ttve nad experience, woul  eccae 3 
in increasing business f. ines for 8 partners Give 
me all particulars. P. O. di 


Philadelphia, 
DVERTISEMENT WRIT: 


ur own at home which 
your reputation as an 
of ordinary experience. 


Suite BBs Lead Ps Bide., 
ie 
Philadelphia. 
GGG 
cmovsane eeoun 
RS honestly mailed ;_10c. 
Yer es ms gper per 100 7000. n DAN BAER, Dept. X. 
—~+o2——— 
MAILING MAC. MACHINES. 


Tei MATS a a 


mtr is Vermont 8t., Buffalo, N 





clei, LETTERS. 
CARBON PAPER. 
ON-SMUTTING, ‘non-blur now biurring, Corben paper 


PAPER EN WORKS. 123 Liberty St., New York. 
4 - 
ADDRESSES. 


500 ADDRESSES, Jackson county, Florida. 
v a ave names. cents. 
vinamn, Florida. 


MAXWELL, 
ESLER TRE ES 
DESIGNERS AND Te cmgromtng, te 


ESIGNING, illustrating. engrossing. illumi. 
ing. MEME DS ee eT 
STOCK CUTS. 


MAS CUTS—Line and pale tene plates and 
7x9 page el Suitable for special edi- 
tions. Very cheap. H. "HAMLIN. Bridgeport, Ct. 


SS AE: 
BAD DEBTS COLLECTED. 


 TRICTLY aan os vice. - ——y—- per- 
cen our patron always o 

ron. DAY-AND-NIGHT ADJU8TM. T ASBN., 

2644 Avenue, Chicago. 


ER a 
COIN CARDS. 


arger lots «4 lower prices. 
Burlington, Ia. 


rinti 
bit. Mich. 


$2 "Fo 2eMs COIN M. 

PER 1 Less for m more ; an 
$3 THE COIN WRAPPER CO., 

BULLETIN BOARDS. 

ALL BROS., 115 Dearborn 3t., Chicago, LIL, 

Builders and Painters of Railroad Bulletin 


Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 








TRADE JOURNALS. 


FAgewane DEALERS’ MAGAZINE. Circu- 
17,000, 253 253 Broadway, New York. 


merchants in the 


Rania a 


ADDRESSING M2 RESSING MACHINES. 
RESSING MACHINES—No used t. 
AD te’w Wallace sane 9 ——_ g machine, 


ne 
foreiretls ere cihroughoat the c oumtry. try. end 
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ENGRAVING. 
GAuDERS ENGRAVING CO., St. Louis, M 


and _Photo-En 
SIGNE FOR ADVERTISERS AND D PUBLISH oe 


————__-+o --- ---— 
PRINTING SPECIALTY. 
ONG runs of presses, inting, sheet 15x18 or smaller, 


done on fed 
our estimates. KING, 105 Willia iiliam St, New: roe 





SPECIALTIES LTIES WANTED. 


ANTED Patented or o wo co produced on 
x nine, 


Py ag ion and rticulars, *PRO- 
E,” ‘Sor or To Watertord, 
—_+o+—_——— 
TYPEWRITI ERS. 
EWSPAPERS ma: secure new 100 style type- 
writers wae may esvure a adv, prose. 
sition. MUTUAL ADV. AG cNCY 317 Broadway. 


Mtg deal secured red fifty t typewriters: offered 
spapers and pestogton’s. om 


_ ovine AGENCY ove rendSey.' NY 





FINANCIAL, 


HE JOSEPH SHOLL CO., INC., which has pur- 
chased etary ine business 


e capital stock at par value, $5 per 
share. Further Fag ie on uest. JOSEPH 
SHOLL CO., IN nN. 


—_ _-~+er 
LITHOGRAPHY AND TYPOGRAPHY. ~ 
Liat blanks 4 bent conta 
writing. a y ae King, 
Or sam) os. Ni 
William 8t,, New York. — York. - 


M "tions DS ARE GOOD-1 COCs Dente for gocpem 
ions, bon ‘or ies and coun a 
enomination. A Any number of coupons. Finest 


Hthograpbed deals semtgne on Crane’s best paper. 
c JAC. 


BUSINESS OPPORTUNITIES. 


HE MAIL-ORDER WAY 
THE ONLY we 


watt _ leaitten TO MAKE BONET. 
om, n’ javities, ate and co: 
to the Mail-order ah 
be a... *y ad t hundreds next to 
Three mnths’ trial fifteen cents. 
LOUIS GUENTHE 
Room O, Schiller Bull 
Chicago. 





In 





CIGARS FOR SALE. 


E will sell you a better c for 5c. ‘ht 
We meas dealers ed ‘or 10c., fo 


Havana enanier Conn. , genuine jumatra 
wra _— Perfecto chee, 4 i inches long, Union 

mild id and pleasant. key we will mail a 
bes. ot 1 12 of these id to any address 
in 


the. U. 8.,and, if they don make good, return 
them and receive # nent. 

HA D CIGAR OCO., 
1115 Main Bt Hartford, Conn. 





ADVERTISING TO THE TRADE. 
TRADE ADVERTISING THAT PAYS. 
THE H.L 5 aeane ADVERTISING AGENCY, 
Philadelphia: 


Eo et 
n our opinion ive: 
a Hs better than mag 4 


asine pag $y — of of advertising 
pa x } ods 

recently we : 

hosiery house in the 8 sure ia ie York out 
sid of New York City. 
tomer thro folder davertising. » a aan 
us the matter 7 me next folder as 
soon as you have a 


Yor« KNITTixg Mints Co., York, Pa. 

















INDEXES, 
[mane ce REVOLUTIONIZED! Extension of 


pame Fh as simple as sae a _ 
er’s ers noe, ¢ $1.25, Tevered. BEST IN EX CO, 
Augusta, Ga. 





CA LENDARS. 


OST artistic line of fu. ~ % calendars 
ever offered. Wri y. r 


45 Beekman ekman St., New York City. 


— ay for ad measures tee inchs 
is certainly a La ag C4 ve litth 
calendar, and price, inc our ad, is 
only #/6.00 thousand. LOUIS K & SON, 

6th above (hestnut, Philadelphia. 


HALF-TONES. 
oe copper half-tones, |-col.. $1 
THE YOUNGSTOWN he x 
GRAVING. CO. Youngstown, Obio. 
Ws went J to estimate on your half tones 
eith or the newspaper or other work. 
STANDARD ENGRAVING .,61 Ann St., New 
Yor 
y Syer ares HALF-TONE TC a. 
3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash ‘accompanies the order. 


fyoxv VILLE ENGRAVING Co., Knoxville, Tenn. 





——— +e 
DECORATED TIN BO XES. 

‘HE appearance of a kage ofttimes selis it. 
r You omnes im: e how beautifully tin 
boxes can be decora’ and how cheap they are, 
—_ you get our samples and quotations. Last 
we made, among many other things, over 

den million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re 
minder — x ta It is free; so are 


any ame Ee: desire to see. 
AME CAN S108 teed a 


Brooklyn. w York. 
a largest ‘maker of Tin dee ae of the 


PREMIUMS, 


7OU can secure $100.00 quickly for your 
church deficiency or your mo dent 

or you cen ope your own premiums, by our —_ 

plan. Write w 
TAKANAP SOAP SO., Darby, Pa. 

y - \& HEALY'S NEW PREMIUM CATALOG, 

ready, co ns musical instruments 

of all deeoel tion. togteat a@ special cheap 

talking mac 000 worth of our mandolins 

and guitars —— | Be le 47 by one firm for 

prestene. Write ad a LERK, 


yon & Healy, 199 Wabash 
R®: AABLE goods ad are, trade mcs Thou- 

sands of jums suitable for 
| and others freee the apm makers 
=" wholesale ye in =. aes & and kindred 
in 


500-page ie, 
published annually, Ra's issue now ready; 
. MYERS CO.. 46w, 40-00-68 Maiden Lane, N.Y. 


SUPPLIES. 


Vabash Ave. Chi 


V ’. D. WILSON PRINTING INK CO., Limited, 
« of 17 Spruce 8t., New York, sell more mag- 
— cut inks than any other ink bouse in the 
“Gece prices to cash buyers. 
ASTE users are offered an innovation in the 


dry powder known as Bernard’s Cold- Water 
Paste lewspapers, to + ——. c 
manufacturers, paper box ‘ers who 


use Inbels and all who use paste — yi =p 
immediately realize its striking advantages. 
Pack: d in neat boxes, can be kept for months in 
the office, with no waste, no dirt, no sour-smel “ 
ing odor, no citeny vessels to soil sr tandy 

em. -— yet a instan’ 


f it ’ 
write fore fora A Fy ke and cons of jeter telling why 


Ga., ractory. aly * a 
AGENCY. "46 North State St., Chicago, I 


PRINTERS’ INK, 
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HOUSE-TO-HOUSE DISTRIBUTING. 


¥ anaes, F (DISTRIBUTING SERVICE 
Me, toca a ibutors, to enti po reli: 
a re 
of my many patrons, to whom I am pleased to 
refer you. 
1 have the only proposition that covers every 
town and city Se over 2.000 gn in the 
United also hundreds of 
All matter J sent = reliable local men who 


make jusive business 
who oa caperintend the ¢ distribution of 
Ty msible to 


all matte: —— 

you fora "arictiy aret-¢ all pointe, 
and cheerfully make good where — is 
violated. It will be to your best interest to in- 
vestigate. 


WILL A. MOLTON, 
National Advertising Distributor, 
Main > 8t. Clair St., 











- 
ADVERTISING NOVELTIES. 
APEROID Pose Wallets, 4x7, 1,000 for $16, 
includ: Wear like | leather. ™ FINE 
IN, 5th sieve Ch Phil 
A BRIGHT steel nail file, $30 per thousand. 
Turned toothpicks in per thou- 
sand. Samples of each in 
Agents wanted. J. C. KENY¢ KENYON, Owego, N. Y 
COAT HANGER, bearing bearing your name and ad- 
dress, given to each c' mer, keeps clothes 
in shape and makes friends. It costs little. Let 
us talk itover. BELMAR MI R MFG. CO., Canton, Pa. 
RITE for sample and pri price new combination 
Kitchen Hook and he Il File. Lay 4 your ad 
before oo housewife and E 
WHITEH AD & HOAG CO., Howark, N. 
Branches ~y all large cities. 
ELLULOID blotters cost more than ordinary 
ones do, but they where the 
others ~~ Write for samples and prices. . | 
BALTIM oan P ADGE & NOVEL co. 
Broadway, N. Y. 


<é areLe TRAVELER,” (catal 
vertising aay in w 


aluminum and 3 two 2c. stam stamps, 
SOLLIDAY NOVEL 
Knox, Indiana. 


6), 1001 aa- 
, tin, leather, 
mest son 

AD- 


Vi uted stationery: 


OR Premiums and Advertising 
F have an article of rare merit, Ler neen's an and 
boys’ wear. We wish to get in touch with a firm 
who can handle our entire production of five 
hundred t. to ten thousands, 
during the yoer of 19%. G. P. COATES CO., 
na EE 





Uncasville, Con 


PUBLICATIONS. 
66 PRUSINESS AND AND FINANCE” 
R DECEMBER 
CONTAINS THE ouunewane LEADING ARTICLES : 
ee AH, rganize and Finance a Corporation. 
(Con 
guaaer of New York Corporate Laws. 
the Preparation of a Financial Prospectus. 


Cont.) 
S Organization of a Loan and Discount Com- 
Forms tor the Secreta: 


sensational expose of the way 
corporations and brokers are blackmailed by 
so-called ** Commercial 


and In- 
) You should read this article 


THE BUSINESS aD oh a 
56 C HUDSON BUILDING, New York, N. ¥. 
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PRINTERS. 
B’ IKLETS by the million. Write for booklet. 
STEWART PRESS, Chicago. 


Cataioenrs printed in large quantities. 
Write STEW ART PRESS, Chicago. 


RINTERS. Write R. CARLETON, Omaha, 
Neb.. for copyright: lodge cut catalogue. 


EDUCE EXPE PENSES— Bond letterheads, print- 
ed 83 cents per. 2a 
Samples. "Aires PTG. TG. HOUSE, Cohocton, 


| eg Pe are not satisfied where Bay ore, 
5 =] do all winds + Le ane 
inting promptly and satisfac’ 7 
PRINTING C On is Vandewater St., aly. 


oa ON 


i 
ADVERTISING MEDIA. 


10° CENTS per line for advertising in THE 
JUNIOR, Bethlehem, Pa 


34 CENTS for 30wordsidays. FNTERPRISE, 
2 ‘Brockton, Mass. Circulation, July, 9,060. 


DVERTISER’S GUIDE, New Market, N. J. A. 
postal card request will bring sample copy. 


RITE to us about “ 8 Business Bringers.”’ 
THE RELIGIOUS PRESS ASS'N, Phila., Pa. 


A™ perscn advertising in PRINTERS’ INK to 
the amount of $16 or more is entitled to re- 
ceive the paper for one year 


90 —EACH ad gets splendid pats in 
BackBonk, Prohibition monthly, St. 
Paul, Minn. Display, Ile. a line; readers, 30c. 
wort NEWS, 25c. year; ad rate, 70 cents an 
. Circulation, 7,500 oer: 
WILLIAMS & M STLAR, New Brunswick, N. 
I RY GOODS REVIEW, 506 Security Bldg., (bi- 
cago, goes to country merchants. Sworn cir- 
culation, 3,000, adv. rate, $1.50 an inch, lic. a line. 
Ve ~ PROGRESSIVE MONTHLY, Indianapolis, 
Ind. Best medium for those wanting to 
reach agents or the mail trade. Rate, 10c. Copy 
on request. 
~ PECIAL one-inch “ad,” six months, $1; one 
month, 25c.; 60 words 1 inch. Forms clese 
Ist; 2,500 readers. ANYBODY’S MAGAZIN&E, 
a N.Y. 
HE BADGER, 300 Montgomery Bidg., Mil- 
waukee, W 18.,8 family monthly, circulation 
general, 60,000 copies, rate 30 cents a line. Forms 





close the 23d. Ask your agency about it. 
rere TALK, Ashland, Oregon, has a guaran- 
teed circulat.on of 5500 copies each issue. 


Hey other Ashland papers are rated at less than 
by the American Newspaper Directory. 
Gs UARANTEED circulation, 11,000 monthly. 
Rate, 5 cents a line (seven words); 70 cents 
an inch; cash with order. Sample free. THE 
WELCOME VISITOR, 392 ~. Troy St., Chicago, Ill. 

NLY 50c r line for each insertion in entire 
list of 100 country papers. located mostly in 
New York. New Je 
UNION PRINTING CO.,, 


rsey and Pennevivania. 
15 Vandewater St., 
HE SOUTH GEORGIA PROGRESS solicits 
the patronage of a few reliable general adver- 
tisers. and guarantees the bos st circulation of 
any p«per in Thomasville or Thomas county, Ga. 
80. GA. PROGRESS, Thomasville, Ga. 





6¢rmHIS FOR YHAT’—Trade anything you 
have for anything you want. Get our 
gigan tic paper which prints thousands of ex- 


advertisements, Six months’ trial sub- 
scription, i0 cts, “THIS FO 
O 150 Star Bldg., Chicago. 


I F you want to reach the cotton and cotton oil 
trade of America, use the GINNER AND MILLER. 
a Tenn. This is a high-class trade and 
td saves at an kinds saacminary and ma- 
¢ —- plies. ‘ou want to keep on 
cotton and cotton oi). subscribe for fo three 


R THAT” PUB. CO., 


doliars per year. Write for sample copy and ad 

rates, 

1 0. 000 & GUARANTEED circulation, 2% 
a line. That’ 


's what the’ 
h. 


in. 1 leadi mail-order firms. If 

-. are pA KR and do not know of the 
THFINDER, you are missing something good. 

and rates. F PATHFINDER, 


Ask for sample 
ashington, D. 


PRINTERS’ INK. 





PRINTING: 
TOCK CERTIFICATES, bourd in book. Best 
line. Sample tree. G.C, JACKSON, Akron, 0, 
—— 


FOR SALE, 


INOTYPE for sale. First-class condition. 
Address “B. M. M.,” care of Printers’ Ink. 


TTO Gas Eng ne. Good condition. Two- horse 
power. Will sel) for $125. “SMITH,” care 
of Printers’ ink. 


por Y Leb Drum Cylinder Fyon. Bed m. 
Fair order. Now w running. Tice, $175. “F. 
& B..” care of Printers’ Ink. 


ARGAIN—Four and eight-page Scott rerfect- 
88, wit! I) modern stereo outfit, 
Adaress 20 TRIBUNE, Oakland, Cal. 


OTTER Drum Press. Six-column qu uarto size, 





Good — order. Price, $250. “COM- 
MERCIAL,” care of Printers’ Ink. 

OUR HORSE se Gas Engine. Used but 

eight months. Price, $175, 


Now running. 
“BOWERY,” care of Printers’ Ink. 


o Le Cylinder Press. Press. S8ix-column qnatte 
ning order. bee | _ for 
$350. * "PALISADES, ” care of Printers’ I 


1 es 2 Seven-Column Hoe Three- oe 
Press. Speed, 2, Four years 


’ Wil 
sell cheap. =p & P.,” care of Printers’ 
ODERN eight point Unitype Machine. Good 
N as new, with 1,000 Ibs. 8-pt. Fair condition, 
Atabargain. “Ss. & S.,” care of Printers’ Ink. 
COTTRELL Pony Two-Revolution Press. Now 
running. First-class order. Will sell atm d- 
erate figure. “K. BROS.,” care of Printers’ Ink. 
H” Stop Cylinder Press. Bed 29x42. Fire 
class order. W i sell Jow for cash or u 
easy terms. “BAYONNE,” care of Printers’ nk. 
| pees pacehacame 
presses. paper cutters, t} 
n list. RIC 
Goon 





cylinder presses, 
. material, kin 
ARD ‘PRE BTON, 


= 


ly send for 


167L Oliver St., 

CASH buys new, fine-equipped 
SI 90 500 newspaper and job plant, circula- 
tion, 450; firest climate, big bargain. Lock Box 
100, Calistog., Nape So., Cal. 


€ POTTER TWO-REV.; will print4 
42 X 6 0 pages ofa7or8col. A first class 
press for book, job or newspaper work. KICH- 
ARD PRESTON, 1671 Oliver St., Boston. 


OR SALE-— Daily afternoon Associated Press 

newspaper in one of the best and most rapid- 

yore manufacturing cities of o dle 
est. dress * Nt WSPAPER,” care 


OE DOUBLE CYLIN!'ER, wth or wane 

folders attached; — rint 4 pages of a 7- 

col. &page; speed, 3,000 to 4,000 per hour. Will 

trade in part payment. RICHARD PRESTON, 
167L Oliver St., Boston. 


| yp a atrical entertainer, professional or 
teur. every person who wants a book 
containing the cream of the parodies, mono- 
1 es, sketches and comedies used on the vaude- 
vil oaeepe should send for MADISON’s BUDGET; 
9th edition just out; $1 per copy, contains also 
hundreds of original jokes and stories, comic 
testimonials and epit: oe, ms, hints for go- 
ing on oe, ete. “Mor k if you want it.” 
JAMES E. MADISON, Hee *rhird Ave., N. Y. City. 
ee — 
ADY ERTISEMENT CO ONSTRUCTORS 


10 GOOD ads for a grocery store $1.00 
BAIT PUB. CO., Toronto, Can 


RED. W. KENNEDY. 39th and doa, Chi- 
cago, writes advertising—your way. 
PECIAL cuts and special writing for eve 
retail business. Very low rates for 52. AR 
LEAGUE, New York. 


RACTICAL, common-sense, business-br nging 
advertisements written. ESTELLE BLE 
THIN 3, 22 Munn Ave., E. Orange, N. J. 
his TF mark. 








ENRY FERRIS, 


918-920 Drexel Building, Philadelphie 
Adwriter. Systems devised and introduced. 
NLY wate of 7 — “aed grocery advertis- 
mples 
HARLES aa GROFF, Bryan, Ohio. 


tising. 
Cc 











such as Uj 
I 





TOULD {postage included) to 

W OULD see par Oe ive customers month- 

ly for six months! Then write me and Pll send 

you rticulars. L. FINK, 168. mpitth 8t., Phila- 
hia. 


DS that are attractive—full of common sense 

—are written by me. Clothing ads certain- 

ly give room for good description. | write them 

also other forms of pu 7: JAMES J. 
NORMILE, Station F, Boston, 


DWRITERS—Send $2 for our = oC lan 
A” for ae upan independent adverticion, 
business. Will return price ifjyou’re not satis- 


fed WERN & CO., 479 N. Clark St., Chicago. 


Se you a new farm implement? Is it prac- 
tical and useful to the farmer! Then let 
me give him reasons for buying it. I can do this 
best, because I know eal TO advertising. 


VEJOY, 
Box 1, Roslyn, Pa. 
P PRINTING 
enintine 
RINTING 


Printing of every tee ription in first-class style. 
peverseemnons Written in a clear, convincing 
manner. for booklet on nted letter 
head. PRINTERS? INK PRESS, 45 St., N.Y. 


OOKLETS are my speciaity—I write the kind 
B that bring results. For $14 | will get you 
pro 1,000 8-page booklets, Nig} written and ap- 

ropriately printed; §30'for 5,000. This isn’t a 
Rou ” price nor a “special offer” — it’smy —_— 
figure—high enou = $e ehveme mo good pay for my 
ood work. Samples free. NE, 168. Fift 
t., Philadelphia, 


s6FpOWe can I make a mail order business pay!” 
e fir answer to this important 
uestion. The first chapter is, “Making It Pay 
m the Start.’ Takes up every phase of the 
coll ester enn ate, follow-up letters, book- 
lets, circularizing plans, reworkiy schemes. 
ete., for medical, eo Fy jal, agents’, 
premium, religious, occult lence and other 
mail-order business. Full of valuable yy 
tion to “old timer” and nner, Sent free to 
any one sincerely interested. Address EUGENE 
KATZ, 503 Boyce Building. Chicago. 


\ Y SPECIALTY 18 ADVERTISING FOR 
mt MANUFACTURERS AND WHOLESALERS. 

If you wish to exploit some product and do 
not know what methods to pursue, J will lay out 


ich see: adapted to the purpose. If you 
havea well-defined pian of your own, I will sup- 
ply you with the necessary advertising literature 
—good, live modern ine that re a M 


av D 
and “SELLING M 
a methods. Write for them. EDMUND BART- 
, plans and high-grade literature for adver- 
tise rs, American Tract Blag., New York City. 


Tr you were to write me for samples of my 
work, and look them over leisurely in the 
quiet of your office, you seen ene termine 
whether or not ‘ ” thin ~ of were sufficiently 
unlike the usual “run” of such advertising matter 
as to make YOU feel like ordering something of 
me. Making people “feel” thus is my only rea- 
son for sending out such SAMPLIS to those 
whose sw 3 met exceeds the postal card 
limit. mak ATALOGUES, PRICE LISTS, 
ROOKLETS. FOLDERS, ee SLIPS and 
CARDS, NEWSPAPER d TRADE JOURNAL 
ADVTS.. It ad very hard—not to 
oats eisai ‘things, and some think with fair 


No? . . F RANCIS I. MAULE, 402 Sansom 8t., Phila. 


$2! 25 .00 IN CASH TO THE WINNER. 
10.00 TO THE SECOND BEST. 

We tah, pay the above amounts to the persons 
who send to us the two best plans for ees 

a department store in towns of gt to 10,000 popu- 
lation. The plan must embody N cu Ideas, that 
will attract all classes of people to the store, 
Ip-to-Date Advertisements, Suggestions 
or yo Window Displogs How to ey 
Out a — a & Sale (one tha 
tells how to reduce a stock in from two to eight 


of four will pass on all plans submitted, and 
chrcka will be mailed to the winners on New 
Year’s . January 1, 1904. 
Contest closes T 28. 1903. 
Address E. Cc. SMITH & CO., 
Lock Box 31, Oran, Mo. 
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TrSo winning booklets. otnieren, mem 
is, aa printed” ‘orm 
ten, illustrated — Write for free booklet 
rtisers.”” SNYDER, JOHN- 
SON & Ne Help ay 9M ‘Tribune Bidg., eng 


W anes the sf for the business literature that 
Vosnd along a dummy made on 

the paper to ote: used in the printing, showing ar- 

rengems ment of copy and color scheme, together 
with all necessary yo-x- ¥~ _ ——- 
That saves the man I work for lots of bothe 
and insures best results. BENJAMIN SHERBOW, 
348 Euclid Avenue, Philadelphia 


T M a specialist in “clean” caeasitiien, 
This isthe age of specialization. 
My “clean” advertising embraces - 
Steam Laundries—for “clean” linen, 
Carpet —-. Companies—“‘clean”’ 
Towel Su mpanies—‘clean” towels. 
Deutists— fp the teeth “clean” oad sound. 
Dyers and Scourers—“clean” clothes. 
I write good material for other lines, too; but 
the above I know lots about. 
Some of the largest steam laundries in the 
country are my customers. 
By special permission I print the following 
letter : 
“ EVANSVILLE, Ind., Nov. 12, 1903 
“DEAR Smr—The 5,000 booklets bougnt from 
you have been distributed in this city. We have 
been well advertised. as we know by results of in- 
creased trade, and a lot of talk about the booklet. 
“You urs truly, 
* WHITE Swan LavUnD! 
“ By Chas. J. eichel. ad 
That letter speaks for itself. 
If you are near my office call and see me, 
WILLARD B. BOTTOME, 
Specialist in “Clean” Advertising, 
St. Paul Building, New York. 


0 abbr = oe OER CTORS 
Amateur and ot 
200 FOR THE BEST ADVERTISEMENT. 
100 FOR THE SECOND BEST. 
$50 EACH FOR THE NEXT FOUR IN MERIT. 


The advertisements “of the Ripans Tabules 
have been before the public for twelve years 


They were the first largely advertised proprt- 
etary medicine ever sold in tablet form, 


They were the first remedy for dyspepsia ever 
successfully popularized tt through advertising. 


They are the only proprietary medicine sold in 
the drug stores at so low a price as five cents. 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a be be remedy, have 
been received at office of the Ripans Chemical 
Company in twelve months. 


A hundred million Kipans Tabules have been 
purchased at drug stores in the United States in 
asingle year. 


every drug store in America sells Ripans 
Tabules, and can Pate names and addresses of 
persons who have been benefited by their use 
Interviews with such persons furnish the 
best material for effective acuvertisements of 
Ripans Tabules. Each case has what seems pe- 
culiar points, but when presented to the pu public in 
on advertisement appeais to thousands of others 
proviony like it who had thought themselves 
he only ones who suffered in that precise way. 
The remedy that cures or relieves one is a boon 
to every other person living under similar con- 
ditions. The advertising value of individual 
cases can hardly be overestimated. 


For the purpose of encouraging amateur ad- 
vertivement constructors, as well as inviting the 
aid of the masters of the profession, the Ripans 
Chemical Company will, within the next twelve 
months, pay ten dollars éach for fifty-two adver- 
tisements submitted to them that they think 
good ay ol tobe worth using, and pey from day 
to day , and at the —? Reg . 
December 2 2, foci pt and 

rizes for the six best and moe effective 
adve' ments that have been submitted. 


Address all communications to 
CHAS. H, THAY 
THE RIPANS eeoal, COMPANY, 
No. 10 Spruce 8t., New York 











BY GEORGE ETHRIDGE, 


READERS OF FRINTERS* 


The editor of an advertising 
trade paper once asked his read- 
ers to state what in their opinion 
was the true purpose of adver- 
tising. He received a large bundle 
of responses, mostly of a physio- 
logical, philosophical and metaphy- 
sical nature, but one clear-minded 
individual out of the whole outfit 
had the right idea. His answer 
was “To sell goods.” 

The purpose of the picture in any 
advertising is to assist in selling 





Equal in tone volume lenges metal horns; vastly 
purer and sweeter in tone. 


We Are the Largest Handlers of Edison Phone- 
graphs and Records In the Country. 
OVER 60,060 RECORDS IN STOCK 
We eit” Transportation Charges / 

0 Destination. 4 


Write us if you contemplate buyiag a ss 
“meachine—information cheerfully furnis! 


DOUGLAS & COMPANY 
9% Chambers Street 7 - New York City 


“No.F 


goods, but there will always be a 
wide divergence of opinion as to 
the character of illustrations which 
do really help to sell the goods. 
The colored youths in the Dou- 
glas ad here reproduced and mark- 
ed No. 1 have nothing in particular 
to do with the case and are perhaps 
not so artistic and inspiring as 











they might be, but at the same 
time it would be somewhat hasty 
to say that they do not make a 
good illustration for the advertise- 
ment. 


They help to attract atten- 


PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


' INK WILL AECEIVE. 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MA ETHAIDGE. 








33 UNION SQUARE. N.Y. 


FREE OF CHARGES 










tion to the main point of the prop- 
osition, which is appropriately and 
tersely expressed in the headlines 
of the advertisement. If they assist 
in impressing this central idea upon 
the mind, they are good stuff and 
there is no room for argument. 
However, in the original adver- 
tisement they are prevented from 
exercising their fuil usefulness by 
reason of a very injudicious charac- 
ter of the picture. They are lost 
in a hopeless fog, and only exceed- 


DOUGLAS 
‘MEGA’ HORNS 


BOSS) , 
SAR, IF TAINT 


NO DANGER DIS | 
HERE TING BUSTIN 





No2 


ingly industrious or curious per- 
sons could make out what it is all 
about, and in the original quarter- 
page magazine advertisement the 
line of white letters underneath 
the illustration can hardly be made 
out. 

In No. 2 the young colored 
brethren get a reasonable show to 
make good whatever advertising 
value they possess. 

THE popular catch phrase, “Get the 


habit,” forms the theme for a folder 
from the Buffalo Courier. 


















i 
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NOTES. 


“Were We Go” is a list of post- 
ofices in Canada represented on the 
mail lists of the Monetary Times, Tor- 
onto. 


“Setectep Books 





” is a handsome con- 
densed catalogue of the books published 
by the Henry Altemus Company, Phila- 
delphia. 


Tue Pittsburg Gazette issues a neat 
booklet outlining its claims to be con- 
sidered “the paper with the quality as 
well as the quantity.” 


“A Dovusie Profit” is a handsome 
folder for music dealers, sent out by the 
Regina Music Box Co., New Yorx. It 
bears the imprint of Calkins & Holden. 


“FuroLocy,” the semi-annual booklet 
of the Milwaukee Produce Co., Mil- 
waukee, is filled, as usual, with sense, 
sentiment, nonsense and business talk. 


“SALESMANSHIP”™ is a book of observa- 
tions on this large subject by 
Aubuchon, the St. Louis man who wrote 
the “Piccolo Paragraphs.”’ It is pub- 
lished by the Mahin Company, Chicago. 


Tue Palmer Proclaimer is a tiny peri- 
odical to be published semi-occasionally 
by Chas. M. Palmer, the newspaper brok- 
er, 253 Broadway, New York. It gives 
specimen lists of newspaper properties 
for sale. 


CaLenpars, desk clocks and similar 
novelties made in leather and leatherette 
for advertising purposes are catalogued 
in a neat booklet from Clarence S. 
Nathan, stationer, 9 Franklin strect, 
New York. 


An eminently commendable feature of 
the book catalogue issued by the Cum- 
berland Presbyterian Publishing House, 
Nashville, Tenn., is the marginal com- 
ment, which is chatty and human. Such 
lists are frequently so dry as to be in- 
human. 


THE prospectus of the Kansas Mid- 
Winter Exposition, to be held at Topeka 
in January, is a tasteful booklet outlin- 
ing the scope of this enterprise, which 
is a piece of State advertising calculateu 
to exploit the manufacturing possibilities 
of Kansas. It bears the imprint of Ad- 


ams Bros., Topeka. 
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Matcueoxgs for aivertines ie 4 
are described in a folder from G. Fel- 
senthal & Co., 154 Fifth avenue, Chicago. 


A. B. Barnezs, of 140 Nassau street, 
who represents the Home Needlework 
Magazine, of Florence, Mass., has been 
appointed special representative for the 
E. L. Kellogg & Co. Educational Pub- 
lications of 61 East oth street, Manhat- 
tan, N. Y. Their names are the School 
Journal, Teachers’ Institute, Primary 
School and Educational Foundations. 





Displayed Advertisements. 
20 cents a line; goa page; 25 per cent 


extra for specified position—tf granted. 
Must be handed in one week in advance. 


CANADA. 


ANADIAN ADVERTISING is best done by Li 
DESBARATS ADVERTISING AG’Y , Montreal 








SINCE 1822 


Che New England 
Farmer 


has been the leading tural 
per in the New England a id, and to- 

, under a new and abi je manage- 
ment, it is more than ever "tae leader. 
It isthe only rnal thoroughly cover- 


APVERTISING MEDIUM 
THE NEW ENGLAND FARMER—4dollar 
is best p ti 


a 
ive, up-to-d: s class 
vertisements of 


The New met Farmer, 
Brattleboro, V/t. 






















































Normal Instructor 
andWorld’s Events 


Control the trade of 


200,000 
Of the Best Mail-Order 
Buyers in the World, 


Your advertisement in these 
publications will bring you your 
share of this trade. Specimen 
copies and advertising rates sent 
on request. 

F. A. OWEN PUBLISHNG CO., 
DANSVILLE, N.Y. 
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PRINTERS’ INK. 

~Of the 13 papers published in Arizona 
The Arizona Republican se ae 

punncan, t\% Manitoba Free P 
issued at Phoenix, is the only one that es- ant 0 a ree ress 
tablishes a claim to a circulation rating in published morning and evening at Win- 
Reowell’s Newspaper Directory so high as nipeg, the American Newspaper Direct- 
1,500 copies. Itis probable that no more than ory tor 1903 gives a higher circulation 
3 out of the 13 print so many as 500 copies rating than is accorded to all the other 
regularly, but during the first four months daily newspapers published in the Can 
of 1903 the ARIZONA REPUBLICAN has issued adian Northwest combined. 


more than 6,000 copies each and every day. 




















POSTAL TELEGRAPH-C -CABLE COMPANY ~*sns""°" THE COMMERCIAL CABLE COMPANT. 
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Send for Booklet of Best Paper File and Only Correct Job Press Feed Guide 


McCintv File and Feed Gauge Co., Doylestown, Pa. 








































































More Business 
Next Year. 


Those who get afier it soon enough are going to get more business and 
make more money next year than they did this year. 

The crops are record breakers and natural conditions couldn’t be better. 

These are the things that business activity and prosperity depend upon 
not the acrobatic stunts of the gentlemen in Wall Street. 

Now is the time to prepare for next year’s business by planning next 
year’s advertising. 

Among other things we would like to go over with you is the ETHRIDGE 
MAIL DRUMMER SYSTETD\. 

This is the most effective and economical use of the United States mails, 
and does not contemplate any new:paper, magazine, billboard or street car 
advertising. 

We have a little booklet, just off the press, entitled ‘DO MORE AND 
MAKE MORE,”’ which will tell you all about it. 

If you are a manufacturer or jobber and fail to send for it you are missing 
an opportunity. 

If you are in the market for anything in the way of advertising, please bear 
in mind that we have what is undoubtedly the most capable and efficient 
organization in the United States. 


THE GEORGE ETHRIDGE COMPANY, 
No, 33 Union Square, New York City. 
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‘My Youthful 
Customer 
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One of the reasons why I do such good 
printing is that luse........ 


Printers Ink Jonson's Tnks 
of 17 Spruce Street, New York City. 


LOUIS M. DILLON, PRINTER, Age 13, 
45t Tillamook St., Portland, Ore. 











The above is a fac-simile of a card sent to me 





by a boy, who some day may be classed as the 
largest printer in his State. He was so tickled with 
my inks that he sent me the names of a dozen 
concerns in his city, requesting me to flood them 
with my literature. It is not the size of orders 
that captures me, as the little crossroads printer 
ordering his 25-cent can of job ink is treated with 
as much courtesy as the fellow who orders $25 
worth atatime. I take the will for the deed, 
always remembering that we all had a beginning, 
and the small printer of to-day may be the large 
printer of to-morrow. 

I am a firm believer in making friends, as one 
enemy may do considerable harm. When my 
goods fall down, I don’t fuss and fume over it and 
tell the printer he doesn’t know his business. I | 
refund the money and pay all costs for trans- 
portation. Send for my new book, which contains 
useful knowledge for the pressroom employees. 











ADDRESS 


PRINTERS INK JONSON, 
17 Spruce St., New York. 
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Roll of Honor Contest. 


After having extended over a period of twenty- 
one weeks, the Roll of Honor Prize Contest was 
closed to-day. 








* * k 


Critically inclined readers of Printers’ INK are 
invited to send in opinions as to whom the three 
cash prizes should be awarded in their relative order 
of merit. This suggestion is not made with a view to 
aid the Little Schoolmaster to arrive at his own de- 
cisions, but to give investigators a chance to show 
their own good sense, or otherwise, as compared 
with the judgment the Little Schoolmaster will 
render in making the awards. Fill out blank lines 
below and forward to Managing Editor Printers’ 
Inx, 10 Spruce St., New York. 


The $100 Cash Prize should be awarded to: 


The $50 Cash Prize should be awarded to: 


The $25 Cash Prize should be awarded to: 











